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ABSTRACT

Public relations strategies and tactics have helped Irish business and Irish
organisations to effectively meet their goals for decades. However, museums are now
also benefiting from public relations practices .Effective public relations strategies
have become important to museums in order to utilise social media and to open up
access to their collections.
Many museums are non-profits and they have a unique set of communication
concerns that force them to engage with multiple publics in order to operate
efficiently and achieve success. A fter conducting with PR professionals working in the
museum around Ireland this paper analyzes how public relations is practices in
museums
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CHAPTER 1:
INTRODUCTION

CHAPTER ONE: INTRODUCTION
Rationale
Recognising that the role of public relations for any organisation is wide and varied especially for the Museum and Cultural sector in Ireland, I will look specifically at for
area and address the following with research questions:

1. Public Relations strategies used by the Museum and Cultural sector.
What are the roles and characteristics of the museum and cultural sector and the duties
of the public relations professionals with them? What public relations techniques are
the cultural sector using to engage effectively with audiences?
2. Models of communications employed ( press agentry, public information, twoway asymmetrical, two-way symmetrical)
This question looks at the communication technique and strategies used by the
museum and cultural sector to communicate with their publics. Which public relations
strategies are most effective in cultivating relationships and why?
3. Excellent Public Relations
Through this question the researcher will investigating if public relation professionals
practice “excellent” public relations through two-way dialogue in order to cultivate
and maintain a connection with its publics.
4. Public Relations role within the museum and cultural sector
This aims to identify what level the public relation function is located in the museum
and cultural sector.

SIGNIFICANCE OF THE STUDY
The Irish society as a whole finances the cultural sector in Ireland but only a small
percentage of the overall population benefits regularly from attending them. Due to
the economic down turn Museums both public and private need to diversify income
streams as all areas of state expenditure will experience sever cutbacks in the coming
years. Looking outside traditional income channels is necessary and with the
implementation of successful public relations and communication strategies with their
publics can contribute to the overall effectiveness of the institutions’ approach to
maintain its income.
This study is significant because public relations professional within the museum and
cultural sector will be able to use the knowledge through this study to achieve better
communications, which will increase the efficiency and quality public relations, and
achieve better development outcomes while contributing to overall organisational
effectiveness.

CHAPTER TWO:
INDUSRTRY REVIEW

CHAPTER TWO; INDUSRTRY REVIEW

2.1 Museums in Ireland.
Museums, particularly art museums, challenge perceptions and ignite passions,
but they can also preserve history, educate people of all ages, and culturally enhance a
community. A museum depends on the generosity of private individuals or groups of
people for its livelihood. It is imperative for museums to form relationships with these
groups, or publics, to sustain. Without effective public relations, a museum is is
deprived of its cultural and artistic outlet (McLean, 1997). This study investigates the
use of public relations within the museums and cultural sector , specifically in
relationship public relations theories

In 2009, over three million overseas visitors engaged in cultural/historical visits while
in Ireland/Of these visits, 1.7 million overseas visitors visited museums/art galleries
across Ireland.’'(Heritage Council, June 2010)
Over 3.5 million visitors attended exhibitions and events at Irelands cultural
institutions in 2010 an increase of 7% on the visitor numbers in 2009. Minister for
Tourism Culture and Sport Mary Hanafin (24‘^ of February 2011) said the " variety of
cultural exhibits in our museums, galleries and libraries continues to attract ever
increasing numbers which is due to quality, variety and very active marketing
throughout the past year.” (Irish Government New Servic Archive, 2011)
These organisations include :

“the National Gallery of Ireland, National Archives of Ireland, National Library of
Ireland, National Museum of Ireland, Irish Museum of Modern Art, Chester Beatty
Library, Crawford Art Gallery Cork, Hunt Museum and Science Gallery, and they all
play a vital role in maintaining Ireland's profile as a prime cultural tourism destination.
This clearly demonstrates that people will always seek cultural enrichment, even in times
of economic change.” (Ibid)

“Admission, museum store, and food sales formed nearly 30 percent of a museum's
budget. For most museums, another 35 percent of operating income is private
donations. Government funding adds an additional 25 percent with investment income
contributing 10 percent “ (ABCs of museums, 2005).

Museums must constantly grapple with the issue of funding, forcing them to seek
new publics and new sources of income. According to Wireman (1997), “total federal
government support for museums has been declining and competition for state funds
is increasing” (Wireman, 1997 p. 23).

Museum public relations practitioners must ask themselves an important question:
What public relations theories and practices are being utilized to maximize a
museum's effectiveness?

2.2 Museums and Economic Impact

The importance of museums in today's society is hard to overstate. Museums are
community centres, dedicated to public education by providing people of all ages and
future generations with knowledge of the nation's cultural and historical heritage
(Museums working, 2005).

While companies consider several factors when relocating, quality of life issues often
top this list of deciding factors. According to a recent survey of high technology
labour, cultural resources, like museums, are an important consideration, in addition
to excellent schools and tax incentives, when considering quality of life in a
community (Museums working, 2005).

Civic leaders are also taking notice of a community's cultural and artistic assets.
When assessing successful new economy regions, these leaders realize that these
assets are essential to quality of life, which, in turn, is imperative to continued growth
in the new economy (Museums working, 2005). Evidence suggests that tickets
bought for arts venues and festivals in Ireland 2010 were worth €45.7
million. (Theatre Forum Benchmarking Report 2010)

2.3 United States

From an economic viewpoint, museums are a $4.4 billion industry in the United
States. Combined, these institutions spend more money than some state governments.
While the federal government directly supports the Smithsonian Institution and
museums operated by the National Park Service and the Department of Defence,
fewer funds go directly and indirectly to museums throughout the country. Smaller
museums must fight one another for federal money (Wireman, 1997).

Museums also impact a community’s economy. According to Breitkopf (2005),
cities across the United States, such as Tampa, Seattle, Pittsburgh, and Denver, are
finding that museums are an integral part of “responsible and successful urban
renewal” Museums are economic catalysts bringing increased funding, money,
resourcesand visitors to a city (Breitkopf, 2005, p.37).

In the last few decades, (Cuno. 2004) museums have grown exponentially in number,
size, and variety, and now more people go to museums than ever before. Art
Museums in the US alone attract approximately a hundred million visitors annually,
and have been spending some $3 billion on expansion over the last few' years , (Cuno.
2004 p.l7)
Denver, Colorado Mayor John Hickenlooper cites quality of life as his city’s main
objective. Denver’s mayor also states, “Our cultural strength is the foundation of our
economic future” (as quoted in Breitkopf, 2005,p. 37). Mayor Pam lorio, of Tampa,
Florida, Joins Hickenlooper in her belief that museums are central to stimulating a
downtown’s economic revitalization and drawing a “creative class” of skilled workers
(Breitkopf, 2005).

According to a study by University of Minnesota Extension community economics
researchers, which documented the state's 562 museums provided an economic impact
of $674 million in 2011. This included $250 million in wages paid to an estimated
5,300 employees, and $157 million in capital improvements. Museum tourists also
generated $53 million in economic activity last year, and direct spending by museums

had ripple effects across the state's construction, restaurant, and health care and real
estate industries. (Combs, M.2012 )(Tuck & Schwartau, April 2012)

2.4 Europe

A report commissioned by the Museums, Libraries and Archives Council ( MLA) and
the National Museums Directors’ Conference (NMDC) provides an analysis of
Britain’s major museums and galleries. In 2006 the annual turnover of Britain’s major
museums and galleries exceeds £900 million. Broadly £1 on every £1,000 in the UK
economy can be directly related to the museum and gallery sector. (Travers, 2006)

Museums and galleries in this study ranged as high as £200 million a year, including
over £100 million in donations and sponsorship, over £100 million in trading income
and sold £20 million in ticket sales. (Travers, 2006)

2.5 Why do Museums Need for Public Relations?

Karp, Kreamer, and Lavine believe ,“museums are products of their social context “ (
Karp et al,1992, pi 58 ). This means , museums must be aware of their social
environments and active in the community if they are to serve society in the future.
Karp et al, identify that the world is moving toward an information society,
characterized by ever-changing social needs and goals. The speedy developments in
information, communication, and media technologies affect all aspects of people’s
lives, including professional, domestic, educational, and recreational (Karp, et al.,
1992). Museum public relations must constantly adapt to these changing societal
needs.

Karp et al, (1992) identify museums’ main purpose; “All museums are, at the most
fundamental level, concerned with information: its generation, its perpetuation, its
organization, and its dissemination” (Karp et al, 1992, p. 160). According to
Ledingham (2003), public relations researchers are noticing a shift from
communication based theory to relationship-based theory. The primary issue this
thesis addresses is: How can museums utilize public relations practices to disseminate

information to and build relationships with relevant publics? The importance of how
museums communicate with their publics is an important question.

CHAPTER 3:
LITERATURE REVIEW
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CHAPTER THREE: LITERATURE REVIEW

The aim of this chapter is to review all the relevant literature concerning this body of
research with the expectation of obtaining a greater understanding of the topic. It is
essential to have a broad knowledge of other writings that have been undertaken in
this field in order to understand the topic in its entirety. The literature reviewed
focuses on areas such as public relations; communication
As the field of public relations becomes more professionalised and communication
strategies become a part of every organization, a renewed focused seems to be coming
to the museum public relations field with international museum conferences like
Communicating the Museum focusing exclusively on communication strategies for
Museums (Communicating the Museum, 2006 - 2012).

3.1 Defining Public Relations
Public Relations as it is practised today is largely a twentieth century phenomenon,
although it has been practised sporadically since the earliest times.There are many
different perceptions of what public relations is, in 1976 , Rex Harlow an American
professor, found 472 definitions of public relations from 1900 to 1976 (Harrison,
2000, p.3).
When defining public relations there is no single universally agreed definition and
even with the overabundance of definitions for the practice of PR in relevant
literature, a broad view entails that it is a wide-reaching discipline that encompasses
and combines areas of “philosophy, sociology, economics, language, psychology,
journalism, communication and other knowledge into a system of human
understanding” (Gunning, 2003,p.6).
Kitchen (1997) summarises it with his definition, stating that public relations is about
‘communicating with various publics', but he does add to this by arguing that Public
Relations is an important management function and has a strategic role to play.
(Kitchen, P.J. 1997, p.27)

11

According to Tench and Yeomans (2006) public relations is used in a vast range of
industries and as a result there is no one collectively agreed definition of PR.
‘‘Public relations is the management function that establishes and maintains mutually
beneficial relationships between an organisation and the publics on whom its success or
failure depends” (Cutlip, Center and Broom, 2000, p.6).
Grunig and Hunt (1984) defined public relations in one sentence: Public relations is
the “management of communication between an organisation and its publics” (Van
Ruler, B and Vercic, D, 2004, p.310)
It is important to note that public relations is not about dealing with “the public”, as
some people think. In PR there are many different groups of people - not just
customers, but suppliers, employees, members, political bodies and local residents,
among many others, which are known as “publics”. (Theaker , 2004, p.5)
L’Etang(L’Etang and Pieczka 2006, p. 375) puts it, the attempts to define public
relations are largely ’constructed in an attempt to be all things to all people
simultaneously*.
Cutlip et al. Cutlip, Center and Broom (2000,p. 6) define public relations as,
’’the management function that establishes and maintains mutually beneficial relationships
between an organisation and the publics on whom its success or failure depends”.
(Gordon, 1997)A11 of these definitions highlight the fact that PR is about managing
communication in order to build good relationships and mutual understanding
between an organisation and its most important audiences (cited in Tench and
Yeomans,2006, p.5).
An organisation has no choice as to whether they engage in public relations as public
relations exist either way, but the decision the organisation has to make is whether or
not to manage the PR it has properly. Public relations is always vital to a business and
the same can be said about Cultural Institutions
The Institute of Public Relations (IPR) within the UK defines public relations ‘as
about reputation - the result of what you do, what you say and what others say about
you.’ (Ace, 2012.p. 122 ) It is central to building a positive image for the company.
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Public relations may also be used to build awareness of new products, new proeesses
or other changes which will enhance an organisation's ability to serve its customers
(McDonald, 2007: 557). They help to make advertising campaigns more effective.
The advertising eampaign of a new produet can achieve greater recognition if
accompanied by extensive PR activities, such as newspaper articles and radio
interviews. It can also influence employee motivation and recruitment.
L’Etang views public relations as being ‘an industry of propaganda and spin that
trades on lies and deceit.' (Pieczka, 2006, p.7) PR practitioners deny that they would
try to persuade anyone about anything. Bemays, sometimes called the father of PR,
called his seeond book Propaganda (1928). Bemays opens Propaganda (1928/2005,
p.38) with the sentence:

the conscious and intelligent manipulation of the organised

habits and opinions of the masses is an important element in democratic society.” (
cited in Tench and Yeomans, 2009, p.253). The perception of persuasion has stuck
with the PR profession, with many being accused of using propaganda techniques and
camouflageing them as PR taeties.
I'o label today's PR practitioners as dishonest would be to ignore how allencompassing and important their work has become to people and organisations of all
shapes and sizes, (Cutlip, Center and Broom, 2000:102).
Breakenridge (2008) believes that the PR industry has become caught up in the hype
and spin, forgetting that PR is about public relations. She argues that '‘public relations
is no longer just about audiences” and that new PR is about people and relationships.
The most appropriate quoted definition of public relations that I have adopted is from
Johnston and Zawawi 'Public relations is the development and management of
ethical strategies using communications to build relationships with stakeholders or
publics.’(Johnston& Zawawi, 2009 ,p.7)

3.2 Public Relations Theories
A main focus of this study was to examine how cultural instmctions cultivate
relationships with their publics in an attempt to determine how public relations is
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incorporated into the efforts of communication. It is therefore necessary to provide an
explanation of the basic public relations theories.
Lamme and Russell discuss the development of public relations from a more
theoretical and historical angle that puts the emphasis on what happened before 1900
in order to understand modem public relations (Lamme & Russell, 2010). However,
while these models and time periods effectively frame the history of PR from the 19^*^
century to the present it is important to note that public relations existed before then.
But for the scope of this paper it is more beneficial to analyze modem public relations
models/time periods in order to effectively apply it to current museum PR.
3.2.1 Models of Communication (Grunig’s Four Models)
Theorists who define public relations in terms of its evolvement include Gmnig and
Hunt (1984) introducing four models to explain how public relations has developed
through history. These models also reflect the different ways in which public relations
is still practised today. These became known as Gmnig and Hunt’s four models of
communication. The four models of communications relationships — press
agentry/publicity model, public information, two-way asymmetric and two-way
symmetric— show how the practice of formal public relations has evolved and as
they are the cornerstone of modem public relations theory, elements of all four are
included in the area of cultural institutions. It is worth noting that these four models
are culturally specific and may not be relevant to PR practices in other countries.
Press agentry/publicity model represents public relations in its earliest form, as
practised by organisations that equate public relations with publicity or promotions.
Practitioners in these organisations concern themselves mostly with getting media
attention for their organisations or clients, and their communication with publics is
one-sided and rather propagandistic in nature,
“Emphasises generation of media coverage of an organisation or individual by any
means necessary, including deception and trickery” (Dozier, Gmnig and Gmnig,
1995, p.41).
Public information is also a one-way model only sending out favourable information
or stories. This model emphasises the information dissemination function of public
relations by means of the mass and minor media. One of the founding fathers of PR,
14

Ivy Lee, was an advocate of the public information model of communications,
believing that businesses should be less secretive about their work and release
accurate information (Theaker, 2008).
Two-way asymmetrical model describes public relations as an effort to plan
communication with the publics of an organisation to achieve maximum change in
attitude and behaviour, with the emphasis on persuasion. This public relations is more
commonly practiced today and involves practitioners attempting to learn about, and
listen to, key publics in order to be more persuasive in their communication strategies.
Grunig (1992) argues that the asymmetrical model may be unethical as it is "a way of
getting what an organisation wants without changing its behaviour or without
compromising.”
Two-way symmetrical public relations aims to generate mutual understanding by
seeking co-operation between the publics and the organisation. It is sometimes
described as the '’ideal” of public relations (Theaker, 2008, p.31).The emphasis is on
social responsibility and investment.

Lubbe (1994,p.6-7) points out that the two former models are primarily based on the
technician role of public relations, whereas the latter two models utilise both the
technician and the management role in their application.

Grunig and Hunt (1984) regard the symmetric model as the best reflection of public
relations in its mature form. In addition, they argue that asymmetric models of public
relations are used by authoritarian dominant coalitions who see the symmetric model
as a threat to their power (Grunig & Hunt, 1984, p. 100-101).

Grunig and Grunig (1992) describe the two-way symmetric model as characteristic of
excellent public relations, reporting research that shows that the symmetric model is
more ethical and effective than the other models (Grunig & Grunig, 1992, p.303-308).
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3.2.2 The Excellence Theory
The excellence theory of public relations is a fundamental and defining statement
about what effective public relations is. The excellence theory is the result of a 15year comprehensive study to determine what are the characteristics of excellent
communications and of the companies that do excellent public relations. This study
was done in several phases by Jim and Lauri Grunig and David Dozier, and funded by
the International Association of Business Communicators Foundation (lABC).
(Grunig. J. E 2008)
Grunig et al (1992) claim that all four models of communication are practised, but
organisations do not use the two-way symmetrical model which he states is “the most
excellent way” of practising public relations. In developing a theory of “excellence”
Gmnig et al (1992) identified a set of general characteristics of superior management
which contribute to organisation effectiveness. The study then identified their
implications for the management of communications and public relations functions.
The theory was tested through survey research of heads of public relations, CEOs, and
employees in 327 organizations (corporations, non- profit organizations, government
agencies, and associations) in the United States, Canada, and the United Kingdom,
with a total of 5,000 people been evaluated for best possible practices. (Grunig. J. E
2008)
Grunig et al (1992, p. 16) concluded that the characteristics of excellent organisations
include:
“Human resources, organic structure, entrepreneurship, symmetrical communication
systems, leadership, strong and participative cultures, strategic planning, social
responsibility, support for women and minorities, quality of a priority, effective
systems, effective operational systems, and a collaborative societal culture.”

Grunig et al (1992, p. 248) claim that excellent public relations, in short, seems to be
“the glue that holds excellent organisations together.” Characteristics of excellence
for effective public relations, as outlined by Grunig (1997, Ch. 19) include, public
relations as a strategic management function that is separate from marketing and that
includes two-way symmetrical model of communication. An additional characteristic
for excellent public relations is top management support within a supportive
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organisational context.According to the “excellence study”, two-way symmetrical
communication is the keystone for excellent PR. Nevertheless Grunig et al (1992)
recognise that in practice a mix of asymmetric and symmetric approaches is often
used.
Excellence Theory in public relations can be hypothesised in three general areas:
expertise, mutual expectations between the dominant coalition and the public relations
area, and a participative organisational culture (Grunig, 1997, p. 298).
According to the Excellence Theory, the public relations department should have
organisation of function. Which means access to management decision making,
should be an integrated unit, and should have a flexible, dynamic horizontal structure
(L. A.Grunig, J. E. Grunig, & Dozier, 2002). The ideal public relations function
should be centralised within one department rather than scattered throughout the
organization. Dozier and L. A. Grunig (1992) considered the integration of all public
relations departments and functions essential to the efficient and effective
organization of public relations. "Only within such a structure does the praetitioner
have the autonomy and mandate to define publics and channels of communication
dynamically. Only in such a setting can the practitioner focus on genuine strategic
problem solving rather than reutilised communicating" (Dozier & L. A. Grunig, 1992,
p. 402)
In spite of the “excellence theory” being extensively quoted and extremely influential
Pieczka (1996) asserts that, while the theory of excellence is well constructed, it does
contain some contradictions. She points out that, while two-way communications
advocate honesty, dialogue and inclusion, most PR practitioners are assumed to be
most effective when they are part of elite, the dominant eoalition.
Grunig et al (1992, p.lO) claim that if practitioners do not understand or resist the
excellence ideas, it is because they do not know any better, even if through no fault of
their own.
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3.3 PR and New Media
New media is a term meant to encompass the emergence of digital, computerised, or
networked information and communication technologies in the later part of the 20th
century. Most technologies described as "new media" are digital, often having
characteristics of being manipulated, networkable, dense, compressible, interactive
and impartial. Another aspect of new media is the real-time generation of new,
unregulated content. (Flew, T. 2008)
New media refers to on-demand access to content anytime, anywhere, on any digital
device, as well as interactive user feedback, creative participation and comimunity
formation around the media content. Another important promise of new media is the
"democratization" of the creation, publishing, distribution and consumption of media
content. (Zulu, B. 2010)
Most technologies described as "new media" are digital, often having characteristics
of being manipulated, networkable, dense, compressible, and interative. (Flew, T.
2008, p.l)
Some examples may be the Internet, websites, computer multimedia, video games,
CD-ROMS, and DVDs. New media does not include television programs, feature
films, magazines, books, or paper-based publications -- unless they contain
technologies that enable digital interactivity.(Manovich, L 2003)
Andrew L. Shapiro (1999) argues that the "emergence of new, digital technologies
signals a potentially radical shift of who is in control of information, experience and
resources" (Shapiro cited in Croteau and Hoynes 2003, p.322).
W. Russell Neuman(1991) suggests that whilst the "new media" have technical
capabilities to pull in one direction, economic and social forces pull back in the
opposite direction. According to Neuman,
"We are witnessing the evolution of a universal interconneeted network of audio, video,
and electronic text communications that will blur the distinction between interpersonal
and mass communication and between public and private communication"
(Neuman cited in Croteau and Floynes 2003, p. 322).
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Social media represents a shift for public relations practitioners to practice the two
way symmetrical model. The process shifts to conversation-based interaction, which
cultivates relationships, strengthens customer service and increases brand recognition
and loyalty (Solis et al., 2009, p.92).
These new media have the potential to make the public relations profession more
global, strategic, two-way and interactive, symmetrical or dialogical and socially
responsible (Grunig, 2010).
The evolution of communication and the development of brands and their consumers
has made two-way communication easier with the development of social media
(Dalke, 2009). Not only can brands convey their message to consumers via social
media but consumers can convey their message, and interpretation of it, back to the
brands (Gmnig, 2010).
According to Larry Weber (2009), as stated by Wright & Hinson (2009),
“The communications world is dramatically moving in a digital direction and those wh
o understand this transformation will communicate much more effectively than those w
ho do not.”

Public relations practitioners are in the business of communicating with publics and th
erefore must understand this transformation in order to communicate effectively.

3.3.1 Web 2.0
Web 2.0 introduced the Social Web, which is about people communicating with each
other using the tools that reach their respective online communities (Solis and
Breakenridge). Online conversations and the discovery, creation, and sharing of
content is the foundation for Web 2.0, Social Media and New PR. There is an
opportunity to engage in a more symmetric way with the emergence of new media.
PR practitioners need to understand the communities of people they want to reach in
order to be successful. Examples of Web 2.0 include social networking
sites, blogs, wikis, video sharing sites, hosted services, web applications, mashups
and folksonomies.
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There are a number of Web 2.0 tools and the good news is that the majority of them
are free.

Some popular Web 2.0 tools are Facebook, blogs, MySpace, YouTube,

Twitter ,Flickr and Pinterest. New Media allows PR practitioners and organisations to
meet their objectives in a forum which is increasingly becoming the main source of
infonnation for the public.
According to Best (2006) the characteristics of Web 2.0 are: rich user experience,
user participation, dynamic content, metadata, web standards and scalability. Further
characteristics, such as openness, freedom and collective intelligence (O'Reilly,2005,
p30) by way of user participation, can also be viewed as essential attributes of Web
2.0.
Grunig(2009) is quoted in The SAGE Handbook of Public Relations that although web
2.0 is favouring a more symmetrical approach, practitioners have the impression of
still being able to control what they put out there by using this new media in old ways
(Heath, 2010)
This is essentially following the Press Agentry, Public Infonnation and Asymmetrical
Models of public relations(lbid) The internet has evolved into a more symmetrical
approach where the audience can now control and interact as much as the
organisation.
The implementation of new media opportunities is not without risks, but these risks
can be reduced by the development of policies and employing experts in new media.
The speed with which news can travel and inaccurate myths spread as a result of not
employing new media technologies effectively can have a lasting effect.

3.3.2 PR 2.0
In the last few years web 2.0 has changed the public relations profession due to the
introduction of information amd communication technologies in a form of
symmetrical communication (Philips and Young, 2009). This led to a platform where
knowledge and communication take place and people simply mix both to convey their
message (ibid)

20

In the mid to late 1990s, Brian Solis observed a shift in PR, which he termed PR 2.0
(Solis and Breakenridge, 2009, p. Xvii). PR 2.0 uses a combination of social media
tools that are available to communications professionals to reach and better
communicate directly with intluencers and consumer audiences. Social media is a
direct-to-consumer approach that allows audiences to drive the communication in
their communities. PR professionals are incorporating PR 2.0 into their strategies and
planning as an effective way to communicate directly to Web 2.0 audiences, to raise
awareness and increase overall brand exposure ( Breakenridge 2009).
It all comes down to social sciences and the understanding, that New PR and Social
Media Marketing is guided by sociology. The study and observation of online
cultures, their interactivity, and the humanization of what it is we’re hoping to carry
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into these important communities will by default, improve the foundation for forging

sr-

successful and mutually beneficial relationships. That’s where it all starts. Spin,
hyperbole, messages, pitches, blasts, and voicemail have no place in the world of
Q.»

communications. (Solis, March 26, 2008)
In addition, the AAM recognises as museums certain types of institutions that do not

P

collect ( for example, art centres, children’s museums, nature centres, planetariums,
and science and technology centres), because they exhibit objects and use them for

C

educational purposes, even if they do not hold collections permanently.

3.4 Media Relations
-‘Media relations involves working with various media for the purpose of informaing
the public of an organisation’s mission, policies and practices in a positive, consistent
and credible manner.” (Cram 101,2010.p.20)
Many get confused between advertising and public relations when it comes to media
relations. They both seek the same goal: publicity, the process of making something
known. But both professions use very different techniques to achieve this (Tench and
Yeoman, 2009, p. 269).
Even before the Internet era, there was a nuanced difference between public relations
and media relations. Lord Bell, a British practitioner who held both roles in the fields
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described advertising as a paid form of informing and persuading while public
relations use third party endorsement to infonn and persuade.(Ibid) Media relations
specifically involves building strong relationships with writers, producers, reporters,
and editors who are in a position to cover your company. A PR practitioner who is
trusted and respected by those media folks can pick up the phone and always get a
hearing and often get a story for their client. The advertiser controls the message
because they have paid for what they want while Public Relations practitioners seek
to convince the third parties to convey their message in a supportive way.
Public Relations practitioners seek to influence the mass media because of the
media’s credibility with the target audiences they wish to reach (Theaker, 2008,
p.205)
With the introduction of web 2.0 and social media, communicating is a lot easier than
it has ever been. The media channels are changing in comparison to how they are
been used for many years (Brown, 2009) Today, PR practitioners need to be able to
adapt to theses new emerging technologies if they are going to keep up with the
current environment (Ibid)

3.5 Cultural institutions
‘Culture’ is made up of specific products that may be characterised as painting,
sculpture, music, literature, and drama, along with their associated practices. This is
the traditional and dominant view in the West today (11) This understanding of
culture is embodied within a range of key cultural institutions, including the
educational system, the media, and in those institutions that would be seen as
‘cultural ‘within this definition, such as theatres, museums and galleries.

The term "institution" is defined by ICOM as follows; in short,
1. Natural, archaeological, ethnographic, historical monuments and sites.
2. Botanical and zoological gardens, aquaria and vivaria.
3. Science centres and planetaria.
4. Conservation institutes and exhibition galleries permanently maintained by
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libraries and archive centres.
5. Nature reserves.
This definition improves on that of George Brown Goode. It clearly describes the
function of museums to:
a) exhibit to the public for their enjoyment.
b) include many types of institutes such as botanical, zoological gardens and
aquaria.
It means that museums exist not only for academic study for school children,
scientists and curious persons, but also for the delight of the general public.

3.6 Museums
Museums may be viewed as part of a group of institutions which constitute the
heritage sector, a sector which also includes for example historic houses and libraries.
In many cases the borderline between the various types of institution in the sector is
less than clear-cut. Moreover, within the museum subsector itself there are
many different types of museum covering a wide variety of subjects such as history,
art, science, crafts etc.

There have been many attempts to define what constitutes a museum. Meyer (1979,
p.8) states that a museum is now generally understood to mean "an institution devoted
to the procurement, care, and display of objects of lasting interest or value". It may as
such contain many items of seientific, historical or aesthetic interest. (Hendon 1979,
p28)

The definition of a museum has evolved, in line with developments in society. Since
its creation in 1946, ICOM (International Council of Museum) updates this definition
in accordance with the realities of global museum community. According to the
ICOM States, adopted during the 2C^ General Conference in Vienna , Austria , in
2007:
“ A museum is a non-profit, permanent institution in the service of society and its
development, open to the public, which acquires, conserves, researches, communicats
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and exhibits the tangible and in tangible heritage of humanity and its environment for
the purposes of education, study and enjoyment.” ( ICOM, 2007)
museums of the early 19th centur>' emphasized the “look but don’t touch” mentality
of an exhibit. However, in 2011 museums are trying to become more interactive in
order to engage their visitors (Center for the Future of Museums, 2008). And in
almost a parody of this old fashioned approach to a museology, the Philadelphia
Children’s Museum named itself the Please Touch Museum to emphasize its hands on
approach (Please Touch Museum, October 2008)

(Charlie Grer, 2008) Galleries and museums are far from exempt from the effects of
these technological transformations. Indeed, it might be suggested that such
institutions are profoundly affected and that the increasing ubiquity of systems of
information manipulation and communication presents particular challenges to the art
Some two decades of scholarship in museum theory have produced a new set of
expectations for museums, including greater accountability, sensitivity, and
openness.( Marstin 1998,p.21 )
In the 1990’s, writers including Tony Benntt, Carol Duncan, Douglas Crimp and
Eilean Hooper-Greenhill, amongst others introduced European critical theory to
museum studies. They responded to the work of Michel Foucault, Antonio Gramsci,
and Pierre Bourdie amongst others. Through these critical perspectives, museums
were identified as sites for the classification and ordering knowledge, the production
of ideology and disciplining of a public. These new approaches challenged the liberal
perception of museums as predominantly benevolent institutions and complacency of
an art history rooted in connoisseurship, and they introduced a new complexity and a
new theoretical language to discussions of museums. (Henning, A. 2006)
As Donald Preziosi noted in 1996,
“We live today in a profoundly museological world a world that in no small measure is
itself a product and effect of some two centuries of museological meditations.
Museums are one of the central sites at which modernity has been generated,
(en)gendered, and sustained over that time. They are so natural, ubiquitous and
indispensable to us today that it takes considerable effort to think ourselves back to a
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world without them, and to think through the shadows cast by the massive and dazzling
familiarity of this uncanny social technology.” ( Barringer 2006)
The writings of Michel Foucault (Foucault ,1970) provide a foundation for examining
museum history. Writing about the history of prisions, hospitals, and military
barracks, Foucault identified three distinct epistemes or systems of knowledge created
by ruptures in the economic, social, cultural, political, scientific, and theological
status quo. “These epistemes -Renaissance, classical, and modern - shaped the
formation and identity of institutions.” (Hooper-Greenhill, p. 22 1992.) HooperGreenhill has shown relevance of Foucault’s epistemes to the history of museums.
She argues that only by acknowledging museums history as a series of ruptures, rather
than an immutable continuity, can we imagine substantive change for museums today
The ongoing developments in digital and information technologies will affect the
nature and structure of arts organisations and institutions in the coming decades and
change the role of “space” in the broadest sence. (Christiane , 2000 p.2)
The traditional roles of the curators and the public are being redefined and shifts to
new collaborative models of production and presentation. The public and audience
often participate in the art work - a role that runs counter to our idea of the museum
as a shrine for contemplating sacred objects (Ibid)

The purpose of a museum is to contribute to the development of culture and arts, and
to the cultural education of the general public. The term is also used for both public
galleries, which are museums for the display of selected collections of art. On the
other hand private gallery refers to the commercial enterprises for the sale of art.
However, both types of galleries may host temporary exhibitions including art
borrowed for elsewhere.
‘The rooms in museums where art is displayed for the public are often referred to as
galleries as well, with a room dedicated to Ancient Egyptian art often being called Egypt
Gallery, for example.’ (Anonymous, 13 Jan, 2009)
Due to the commercial aspect associated with the word gallery, the research is going
to stick with museum for the sake of clarity.
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3.7 Non-profit
The most common organisational structure for museums is the non-profit
corporation., however not all museums are non-profit (Genoway and Lynne, 2003,p.
33)
Cutilp, Center and Broom (Cutlip, et al, p. 520) identify five distinguishing features of
non-profit organisation. According to Cutlip, Center and Broom, they must be
organised, private, non-profit distributing, self-governing and voluntary. To qualify as
private, non-profits need to be institutionally separate from the government, even if
they receive government funding, as in the case with education institutions.
“The mission of a nonprfit organisation is more difficult to define than that of a forprofit entity’'. The mission of a for-profit organisation is centred on “profitability,
thus the vriteria for success included the bottom line, return on investment, sales,
profit margins and market share” and these are calculated easily. However in a
nonprofit institution, the mission is focused on education and public service, which
are more difficult to define and more challenging to measure (Genoway and Lynne,
2003,p. 22)

3.8 Museum PR
There is no formal definition of museum PR and it tends to be simply considered
public relations practiced by museums. There are new rules of interaction between
museums and their publics. Considering a museum’s multiple publics, institutional
status and unique organisational motivation a more precise definition is needed.
While little scholarly research exists on public relations as it specifically relates to
museums, Adams (1983) presents a framework for museum public relations. A
museum’s public relations officer must establish meaningful relationships, coalescing
the museum’s programs and goals with the needs and interests of its diverse publics.
Most importantly, the public relations practitioner forms community relationships for
the museum, continuously watching issues as they arise in these communities so the
museum can contribute to the development of solutions (Adams, 1983).
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(Xifra J. 2007 ) “Although the concept of interactivity may seem obvious, detailed
analysis show that the concept has a wide range of meanings, covering numerous
intentions that affect relationship building and symmetrical communication. Analysis
of what interactivity involves should consider various factors: the type of public it
addresses, the definition of its aims (education, participation, evaluation, ect.) and the
technological accessibility of content from equipment of potential users.”
(cited in Duhe, S. C. 2007)
“Communicating the Museum” an annual museum convention, changes focus every
year but ultimately provides public relations and communication content for cultural
institutions by gathering professionals to discuss and evaluate best practices within
their museums and institutions. (Communicating the Museum, 2011).
Damien Whitmore stated at the 2011 “Communicating The Museum” international
conference in Gemiany,
“The museum should work for the people. Artists create work for the people, so public
relations and marketing strategies should be geared towards the visitor. Everything in a
museum is connected by the brand. It’s the big idea that connects the staff to the online
production. The two should not be mutually exclusive. In this age, they need to come
together to create something more. Brand is bigger than art. For example, most people
who experience the V&A Museum do so online, hence themuseum’s new motto ‘brand
is everything’.”

This broad outlook of museum public relations gives a communication role to
everyone and everything in order to distribute the message. While PR in other
institutions is practiced differently, a museum’s unique position of guarding artefacts
in a physical and cultural sense makes its communication goals different. When the
main objective of a non-profit organization is not advocacy or fundraising but
guardianship the role of communication is fundamentally changed. The organization
is no longer the first priority but instead the object being guarded. A second rate status
for the institution when compared to the inventory then changes how the museum
communicates with its audience. (Black J.A,p,l 1. 2011)
Museum PR professionals use the same tools, tactics and principles as other PR
professionals but have an exclusive place within their community to effectively
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utilize other institutions’ public relations as well. With so many special considerations
and tactics, museum PR is growing sector. (Black J.A,p,12. 2011)
Museums should always employ methods to measure a public relations plan’s
effectiveness (Loomis, 1987). Evaluation of various publics’ impressions and
opinions of the museum should produce positive and negative responses. Once
positive responses are known, those museum actions may be reinforced. Likewise,
negative opinions may be identified and promptly corrected. A survey is a specific
tool often used to gauge public perceptions of museums. Loomis states that this tool
may also
“help museum staff members detennine who is likely to be a part of the museum audience
and identify specific public perceptions of the museum that may be changed through
public relations programs” (Loomis, 1987 p. 117).

Corinne Estrada,
“A happy visitor is an ambassador for the museum and every visitor now has the ability
to communicate with anyone and everyone about their experience. The museum is
required to provide more than just works of art — it also needs to be a space in which a
relationship can grow.” (“Communicating The Museum”,2011).

By incorporating PR strategies and actively seeking two-way communication with
publics, a museum’s ability to generate PR should be a top priority in the digital age.
Successful museum PR has benefits across departments, communities and publics and
is an integral part of a museum’s operations.

3.9 Conclusion
“Public relations makes organisations more effective by building relationships with
strategic publics.” (Phillips, 2006, p. 212)
For all the above reasons management should have an understanding that public
relations is part of the museum function, and has a significant role. In addition.
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senior management should also acknowledge that there are public relations
implications for the institution and that such activity can influence their publics and
can contribute to the overall effectiveness of the museum.
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CHAPTER 3:
RESEARCH METHODOLOGY
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CHAPTER FOUR RESEARCH METHODOLOGY

4. Introduction
This chapter concerns the research methods that were employed to allow for detailed
analysis of research questions. It focuses on the methods of research uses for
gathering data and it sets out a justifiable rationale for choosing those particular
research methods over others. Primary and secondary of data are included as are
operational details and methods of data collection.
Buckley, Buckely and Ching (1975) suggest that there are a number of conditions that
fulfil the function of research; definition of problem, using scientific methods,
representative evidence, logical reasoning and absence of bias, evidence of validity
and confidence that the principles uncovered can be applied in the future .
(Buckley, 1975)
Although various research textbooks use different formats to describe the research
process (Dillon et al, 1993, Churchill, 1996, Cooper and Schindler , 1998), the basic
steps to be followed are the same. The Headings and discussion in chapter 4 and
chapter 5 will however follow the research process identified in
4.2 Research Design
Zikmund (2003,p. 65) states: '‘A research design is a master plan specifying the
methods and procedures for collecting and analysing the needed
information.”Churchill (1996,p. 114) sees it as the blueprint that is followed in the
completion of a study.
4.3 Classification of Research
Malhotra (1996,p.86) classifies research design as either being exploratory or
conclusive. The primary objective of exploratory research is to provide insights into
and an understanding of the problem confronting the researcher. Exploratory research
is used in cases when the problem must be defined more precisely, relevant courses of
action must be clarified or additional insights must be gained before an approach can
be developed.
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Exploratory research may consist of personal interviews with industry experts. The
sample selected to generate maximum insights is small and non-representative. The
primary data is qualitative in nature and are analysed accordingly. The findings of
exploratory research should therefore be regarded as tentative or as an input to further
research. Such research is then typically followed by further exploratory or conclusive
research ( Malhotra, 1996,p.88).
Conclusive research is therefore more formal and stmctured than exploratory
research. It is based on large representative samples, and the data obtained are
subjected to quantitative analysis. The findings of conclusive research are considered
to be conclusive in nature and are used as input into managerial decision-making
(Malhotra and Briks, 2003).
According to Zikmund (2003, p. Ill) exploratory research provides greater
understanding of a concept or problem, rather than providing quantification.
Exploratory research will be used in this study to provide greater understanding of the
use of public relations to open up access to Irish museums.

4.4 Qualitative and Quantitative Research
For any study, the research strategy relates directly to the research question being
asked. Shao (1999, p. 151) state that data is either quantitative or qualitative.
Selecting which research approach to use depends mainly on the nature of the data
being analysed.
In an effort to clarify why one research approach would be chosen over the other,
Daymon and Elolloway (2011) describe the differing attributes of both.
The main focus of qualitative research is meaning and its approach is processorientated, context-bound and broadly focused. Qualitative research aims to explore,
understand and describe experiences by gathering participants and informants in a
way that is purpose, flexible and theoretical.
Data collection methods include, among others, in-depth non-standardised interviews
and participants’ observations, with outcome of the research being a story or a theory.
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Relationships develop during the course of the research and therefore there is a
trustworthiness and authenticity to it.
In contrast, quantitative research’s main focus is measurement and its approach is
controlled, narrow-focused, outcome-orientated and context-free, often conducted in a
laboratory.
Its data collection methods include questionnaires, tightly-structured observation, and
experiments, the outcomes of which have measurable and testable results. There is
limited scope for development of relationships because there is limited interaction
between researcher and participant.
Qualitative research differs from quantitative in that it is more theoretical and stems
from psychology, philosophy and sociology. It is participants’ perceptions,
interpretations and own view of the world that are taken into account rather that
statistical calculated data.
Qualitative research is carried out when the study is exploratory, which would suggest
that not much has been previously written about the topic, and the researcher seek to
listen to informants to build up a picture based on their opinions and ideas (Creswell,
2004)
‘The word qualitative implies an emphasis on processes and meaning that are not
rigorously examined or measured (if measured at all), in terms of quantity, amount,
intensity of frequency,”

(Denzin and Lincoln, 1994 ,p. 4).
Qualitative research involves the studied use and collection of a variety of empirical
matericals, including interview transcripts, case studies, recordings and notes,
observational recordings and notes, audiovisual materials and personal experience
materials such as artefacts, a journal and diary information (Denzin and Lincoln,
2000).
A qualitative approaeh would be taken when addressing a subject where there is a gap
in knowledge. A quantitative approach is used to deliver comparable, general results,
expressed in numbers (Teneh and Yeomans, 2009, p. 204).
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Put simply, qualitative research explores emotions, experience and personal
perspectives of participants, which quantitative research examines facts and numerical
trends (Daymon and Holloway, p 105, 2011)
Because this study aims to examine museums and the cultural sector from a public
relations perspective and looks at communications from a relational perspective, a
qualitative approach was used. Public relations are shaped by the culture in which
they operate and so a contextualised, qualitative research approach offered a
“powerful means to better understand communication relationships and the social
world” ( Daymon and Holloway , p4, 2011)
The strength of qualitative research is its ability to provide multifaceted written
descriptions of a subject’s experiences. It allows the researcher to see the human side
of a topic -that is, often conflicting behaviours, beliefs, opinions, emotions, and
relationships of individuals (Mack, Woodsong, Mac Queen, Guest and Namey.
2005,p3). However, disadvantages associated with the qualitative method include: its
labour intensive nature; possible difficulties with analysis and interpretation of the
data. In the past, policy makers gave low credibility to studies based on qualitative
approach (Easterby-Smith et ah, 1991). An additional weakness in this research
method is that data collection can be a tedious and time-consuming task. Also analysis
and interpretation can be more difficult due to the naturalism of the method.

4.5.1 Source of data.
Information sources available to the researcher can be classified as primary or
secondary data (Dillon et al., 1993,p.78).Qualitative data collection methods were
viewed as gathering the greatest results for this explorative study, because it could
highlight new ideas, therefore making it the best methodology to explore this topic. In
pursuing the qualitative approach, semi-structured interviews and a survey were
chosen as the main methods of primary research.
4.5.2

Secondary Research

Neumann (2003) states that secondary research is, “Data that has already been
gathered, are available through different sources and can be analysed sitting at the
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desk as opposed to gathering data in the field."(cited in Tench and Yeoman,
2009,p.201)
Secondar>' sources describe or summarise the work carried out by others (Bui, 2009).
These sources are not as detailed or complete compared with primary sources.
Secondary sources can be found in research journals, research reviews, and textbooks.
(Ibid)
A review of all relative secondary data is fundamental for any research. Saunders et
al.(2009) states that most research projects require a combination of both primary and
secondary data in order to answer research questions and meet the research objectives.
Secondary information consists of sources and other information collected by others
and archived in some forni. These sources may include government reports, industry
studies, archived data sets and syndicated information services as well as the
traditional books and journals found in libraries. Secondary information offers
relatively quick and inexpensive answers to many questions and is almost the point of
departure for primary research (Stewart and Kamins, 1993). By starting with
secondary data, it gives you information to supplement the current research. A
researcher should start off with secondary data and then proceed to primary data only
when the secondary data resources have been exhausted (Malhotra and Briks, 2000)
An extensive literature study was done as part of the exploration stage of this study.
The researcher in this study retrieved secondary source from Cork Institute of
Technology Library for academic books. The researcher used online databases
available on the CIT Library website such as EBSCOhost and Wilson Web for
academic journal articles. Other sources included websites and journal articles.

4.5.3 Primary Research
Primary data are the original results of a study that is carried out by a researcher
(Bui,2009).Primary research generates information that is specific for the topic being
researched (Tench and Yeomans, 2009). Primary research is information which is
collected for the first time (Chisnall, 1992).The research is retrieved through direct
methods such as interviews; focus groups, survey, content analysis or observation
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(Ibid).According to Malhotra (1996, p. 116) a researcher originates primary data for
the specific purpose of addressing the problem at hand.
This study involves investigating perceptions; the author has chosen interviews to be
most suitable source to gain an in-depth knowledge of the qualitative data to be
gathered. Due to the lack of up to date secondary research on this topic carried out in
Ireland, the researcher has also chosen to carry out a survey. The empirical part of the
study can be divided into three methods: a qualitative survey; semi-structured
interviews; and content analysis.
4.6. Survey
The Oxford dictionary definition of survey is, “investigating the opinions or
experience of a group of people by asking them questions.’' In sociology the word
survey refers to the study of a population through observation of its members, as it has
been carried out for ages in censuses. In modern times most surveys use a sample of
members to measure population characteristics, “The survey is a systematic method
for gathering information from a sample of entities for the purpose of constructing
quantitative descriptors of the attributes of the larger population of which the entities
are members." (Groves et al,2004, p.4)
In terms of the dataset, the distinguishing feature of survey research is not the
technique of data collection nor the characteristics of the data, but "the rectangular
variable by case matrix structure of the data set" and the consequential fomi of
analysis by column inventory and consequential analysis" by matching variation in
one variable with variations in other variables" (De VAUS, 2002, p.3-7).
There are two styles of survey research, qualitative or quantitative. As in the
definition provided by Groves (Groves et al. 2004,p4) quoted above, in general
methodology the word survey only covers quantitative studies that primarily aim at
describing numerical distributions of variables (e.g. prevalence rates) in the
population. In the case of sample surveys, statistical representativeness of the sample,
data quality and precision of estimates (confidence limits), are the main issues in
quantitative surveys.
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However there is also a qualitative way of defining and investigating variation in
populations. The qualitative type of survey does not aim at establishing frequencies,
means or other parameters but at determining the diversity of some topic of interest
within a given population. Qualitative research tends to involve open ended sentences
with no direct numerical value. Survey respondents are usually prompts from which
they can write out their thoughts. Qualitative surveys are useful for discovering
interesting ideas. This type of survey does not count the number of people with the
same characteristic (value of variable) but it establishes the meaningful variation
(relevant dimensions and values) within that population,(Ibid).There researcher is to
use a qualitative survey which is about researching thought and behaviour
exploration.
4.6.1 Sampling
Another option is to sample, or chose a subset of a population that is representative of
the entire population. A qualitative sample should represent the diversity of the
phenomenon under study within the target population. This could be achieved by a
large random sample, but this method would not be very efficient. When sampling, a
researcher must devise a method whereby each individual has equal opportunity of
being included in the survey and use probability methods for choosing the sample
(Fowler, 1993). This study utilized the sampling method.
Museums can be governmental or private, and they vary in type, such as museums of
anthropology, natural history, aquarium, historic sites, planetariums, zoos, and nature
centres. Each Museum is characterized by its unique make-up, location, resources,
and orientations. “Government chooses to sidestep the term public relations altogether
in favour of titles such as press secretary, public information officer, public affairs
officer, and communications specialist” (Wood, Walker, and Barrett, 2004, p.2 ).This
makes gathering a survey sample difficult. The researcher has chosen to highlight the
survey on the website of Irish Museum Association because this website is directed at
the same audience that the survey was designed for. A cover letter was created to help
potential participants to decide if they are among the specific population in which the
survey is directed at.
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4.6.2 Open versus Pre-Structured Qualitative Survey
Jansen, H. highlights in his article (Jansen, May 2010) that “the biological example of
the Fiimish house mite study (Stenius and Cunnigton, 1972) illustrates the need for
distinction between open (or inductive) and pre-structured (or deductive) qualitative
surveys.” He goes on to explain that,” in the open/inductive survey, relevant
objects/topics, dimensions (aspects of objects, variables) and categories (values at
dimensions) are identified through interpretation of raw data (e.g. interview
transcripts). In the pre-structured survey, some main topics, dimensions and
categories are defined beforehand and the identification of these matters in the
research units is guided by a structured protocol for questioning or observation. In the
pre-structured case the diversity to be studied is defined beforehand and the aim of
descriptive analysis is only to see which of the predefined characteristics exist
empirically in the population under study.” (Jansen, May 2010)
Many qualitative researchers tend to identify qualitative research with induction (open
coding), thereby excluding the analysis of pre-structured data. Due to the exploratory
nature of this study a number of open questions will be used to gain more insight into
the research problem. The researcher has decided to include pre-structured diversity
analysis into the area of qualitative survey research as it is concerned with diversity as
opposed to numerical distribution.
4.6.3 Pre-testing Survey
To creating an effective survey, the effectiveness of the survey must be determined so
it is necessary to do a pre-test. Pre-testing can help you determine the strengths and
weaknesses of the survey concerning question format, wording and order. There are
two types of survey pre-tests, participating and undeclared.
Participating pre-tests requires that you tell respondents that the pre-test is actually a
practice run, rather than asking the respondents to simply fill out the questionnaire,
participating pre-tests usually involve an interview setting where respondents are
asked to explain reactions to question form, wording and order. This kind of pre-test
will help you determine whether the questionnaire is understandable. (Colorado state
university, 2007)
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When conducting an undeclared pre-test, you do not tell respondents that it is a pre
test. The survey is given just as you intend to conduct it for real. This type of pre-test
allows you to check your choice of analysis and the standardization of your survey.
According to Converse and Presser ( Conver et al, 1986) however, if researchers have
the resources to do more than one pre-test, it might be best to use a participatory pre
test first, then an undeclared test. (Colorado state university, 2007)
Whether or not you use a participating or undeclared pre-test, pretesting should
ideally also test specifically for question variation, meaning, task difficulty, flow,
order; skip patterns, timing, and overall respondent well-being. Due to the limitation
of time the research could only complete one pre-test. Pre- testing also highlights the
reliability and validity of the survey questions. To be reliable, a survey question must
be answered by respondents the same way each time. According to Weisberg
(Weisberg et. Al, 1989), researchers can assess reliability by comparing the answers
respondents give in one pre-test with answers in another pre-test. Then a survey
question's validity is determined by how well it measures the concept(s) it is intended
to measure. (Ibid)
The researcher chose to conduct participation pre-test. This evolved the researcher
telling the participant that it was a pre-test and then went through the questions with
the participant. This process highlight confusion in the survey questions, which the
research afterwards amended.

4.7 Interviews
Interviews are known as a method used to collect information from people
(Kumar,2010).There are numerous definitions for interviews, Monteete et al (1986)
defines an interview as involving an interviewer reading out questions to respondents
and then recording their answers .According to Bums (1997:329) An interview is
verbal interchange, often face to face, through the telephone may be used, in which an
interviewer tries to elicit information, belief or opinions from another person. (Quoted
in Kumar, 2010)
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Interviews yield rich insights into peoples’ biographies, experiences, opinions, values,
aspirations, attitudes and feelings. In order to achieve this, however, researchers need
to understand the dynamic of interviewing, sharpen their own use of the methods and
understand the different methods of conducting and analysing the data, together with
an awareness of their strengths and limitations ( May, 2001).
“The purpose of interviewing is to find out what is in and on someone else’s mind.
The purpose of open-ended interviewing is not to put things in someone else’s mind
but to assess the perspective of the person being interviewed. We interview people to
find out from them those things we cannot directly observe” (Patton, 1990).
For this study, the researcher has selected to carry out semi-structured interviews
which lie in the middle of structured and unstructured interviews and online
interviews, these being the types of interviews for primary data collection. The
researcher chose these interview types as they are particularly good for producing data
based on informants’ priorities, opinions and ideas, and identifying what the
candidates regards as crucial factors in answering research questions.

4.7.1 Semi-Structured Interviews
In the SAGE Encyclopaedia of Qualitative Research Methods, an article by Lioness
Ayres defined semi-structured interviews as,
“A qualitative data collection strategy in which the researcher asks infomiants a series
of predetermined but open ended questions. The researcher has more control over the
topics of the interview than in unstructured interviews.” ( Ayres, 2008,p.810)

Semi-structured interviews that focus on a specific list of topics, while allowing the
exploration of unexpected facts and attitudes through its open structure (Aaker et all,
1998:191)Semi-structured interviews combine the flexibility of the unstructured,
open-ended interview with the directionality of the survey instrument to promote
focused, qualitative, textual data at the factor level (Schensul et al., 1999)
The strengths of this method are that large amounts of data can be collected quickly
and immediate feedback is possible. The weaknesses, however, are that the
respondents must be willing to participate, be truthful and they must understand the
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topic being discussed. In an effort to limit the weakness of the semi-structured
interviews, the researcher used a purposive sampling method (Marshall and Rossman,
2006, p. 101). The purposive sample for this study consisted of people who have a
minimum of five years of experience in their field on the island of Ireland, e.g., the
journalist or museum director etc have five years or more experience. When
conducting primary research using interview, one of the most important things is to
focus on creating good questions. The questions were used as a follow up on the
survey results. It is important to avoid biased questions, double-barrelled questions,
confusing or wordy questions that are unrelated to the research topic.
4.8 Interview Types
The researcher used three different types of interviews. These types were face to face,
online methods and telephone methods. The reason for this decision is because of the
location and time constraints for the interviewees involved in the study. The
researcher was keen to use an online method particularly because of social media
being a focus of this study. The telephone interview method was used to follow up on
any queries from the online method or face-to-face method.

4.8.1 Face-to-Face Interviews
Weinber 1983 notes that the personal interview has traditionally been considered the
most reliable method of collecting data. (Quoted in Morris, 2006,p. 48)
One of the advantages of doing the interviews face-to -face is that you can make a
nonverbal assessment of how things are going and whether the respondent is
providing reliable and valid information (Morris, 2006).
However, the disadvantages would include trying to find a suitable time to meet
respondents and also finding willing respondents to interview as this can be difficult
(McGivem, 2009). There is also the possibility of interruption during the interview if
it is carried out at a busy location, and have a negative impact on the quality of the
data (Ibid). There is also the possibility of receiving desirable responses to appear in
the best possible light as the respondent wants to look good and this can be a problem
with face-to face interviews. The researcher has taken these issues into account.
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4.8.2 Online Interviews
The existence of the internet and the World Wide Web (WWW) clearly provides new
horizons for the researcher. With the internet becoming so widespread over the last
two decades, it is at no surprise that interviews have veered to be taking place online
as well as offline. One of the advantages of online interviewing is the extended access
to participants, compared to face-to-face interviews (Coomber, 1997)
This type of interview is usually using email to conduct the interview. The format is
generally where the interview researcher gains email addresses and agreed
participation from the respondents prior to sending out the questions. The interviewee
then answers all the questions in a e-mail or document and sends it back to the
researcher. (Fielding, 2008)
Another advantage of online interviewing, is by e-mail interviewing annoying
background noises are not recorded. The researcher would have the extra advantage
that the interview can be formulate the questions, and the interviewee can answer the
questions at his or her own convenience without noise disturbance due to
independence of place and time. (Walther & D'addario, 2001, p342).
A disadvantage of using online interviews is the complete lack of social cues.
Therefore e-mail interviewing “provides a limited register for communication’’
(Hampton & Cowton, 2002)
Although the advantage can be that the interviewee does not hesitate in giving a
socially undesirable answer but the chance of a spontaneous answer to a question is
smaller (Hampton & Cowton, 2002)
With the increasing majority of people being technologically competent, online
interviews are becoming one of the simplest modes of gathering data for research. The
quality of responses obtained through online research is much the same compared to
responses produced by more traditional methods ( Denscombe, 2007)
4.8.3 Telephone Interviews
One of the advantages of a telephone interviewing is the extended access to
participants compared to face-to -face interviews. Telephone interviewing is cheaper
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and faster than other methods such a face-to-face when you have to get to a location,
arrange a time and place, etc ( Mann and Stewart, 2000)
Although the interviewer can interview people that are not easy to access, one of the
disadvantages of communication by phone is the reduction of social cues. The
interviewer does not see the interviewee, so body language etc. cannot be used as a
source of extra information. But social cues as vice and intonation are still available.
Although social cues are reduced, enough social cues remain for terminating a
telephone interview without a problem.(Ibid)
“Telephone interviewing seems to yield similar data to face-to face interview, though
perhaps inevitably not so rich since non-vocal data cannot be captured” (Breakwell,
2006,p.244)
Telephone interviews pose many advantages such as the speed of data collection.
Which other methods can take several weeks, telephone interviews can be conducted
very quickly (Zikmund and Babin, 2006).
4.9 Gaining Access
Several professionals were approached by email in order to provide a brief description
of the purpose of the research project and the part the researcher would like them to
play ( Appendix B - Inviatation to participate). The researcher decided that not all
participants should have a public relations background because it would have created
a bias result.
Out of these museum professionals five were selected by purposive sample, there
knowledge and experience of public relations ranged from high to low but all of their
jobs consisted with duties of a public relations, these participants included; Brian
Walsh, Curator of County Museum Dundalk, Daniel Breen, Curator of Cork Public
Museum, Hugh Maguire, Director of The Hunt Museum Limerick , Philomena Bryne,
Head of Public Affairs at the Irish Museum of Modem Art in Dublin and Norma
Cuddihy, Operational Manager at the Crawford Art Gallery . Appointments were
scheduled with the five interviews
Two journalist were selected, who are involved with writing about Museums, they
included Cristin Leach Hughes , Journalist and Irish Art Critic with Sunday Times
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and Anne-Marie Eaton free lanee journalist. Anne Marie is also the Public Relations
Practitioner from Bance Nolan PR. Lesley-Ann Hayden from the Heritage Council
who is the Co-ordinator of Museums Standards Programme for Ireland was also
interviewed .( Appendix A)
The interviews were conducted during the months of July and August which were
broken up into five face-to-face interviews, two telephone interviews and one online
interview. According to Hart (1991), it is unwise to arrange appointments shortly
before lunch or at the end of the day unless the interview can be completed with
certainty. It is also suggested to arrive about a quarter of an hour early to compensate
for this which allow extra time for gleaning valuable information from the reception
staff (Hart, 1991).The researcher adopted this approach. All participants signed a
consent form (Appendix C) The average length of each interview ranged from 40 to
90 minutes in duration. Upon completion of the interview, each participant was asked
if they would be available for follow-up questions.
In relation to the two interviews that took place over the phone, the participants were
invited by e-mail to take part in the study and a suitable time for both the interviewee
and the interviewer was arranged. Face-to-face interviews were also arranged through
e-mail in regards to date, time and location. The One online interview requested the
questions to be e-mailed to them and the researcher gave them a date to have it back.

4.10 Analysing
As the research design for this study is of an exploratory nature, the survey was
designed from the literature and tested on a range of museums. The survey included
questions modelled after a study conducted by Donald Wright and Michelle Hinson
(Wright and Hinson,2009) that are detailed in “An Analysis of the Increasing Impact
of Social and Other New Media on Public Relations Practice’'. There was a low
sample realisation rate, based on this the validity and reliability cannot be proven
statistically, but the validity can be evaluated based on the face value of the survey.
Validity is the extent to which differences in observed scale scores reflect true
differences among objects on the characteristics being measured, rather than
systematic or random errors (Malhotra, 1996,p.240).
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The content validity approach was used by the researcher to measure the validity of
the results obtained during this study by determining whether questions in the
measurement instrument used, measured the characteristic it was supposed to
measure. The survey was validated in the pre-testing phase as described.
The content of the measures in the survey originated from infonnation lacking in the
literature review and was regarded to be sufficient to address the objectives of this
study.
The explorative survey focused on the attitudes professionals on the museum and
cultural industry held regarding how social media and public relations have affected
their work, how they are actually using social media, what value they place on social
media, and the challenges they face implementing such tools. Due to the limited
information on the topics of public relations and social media use by museums in
island of Ireland, the results of this survey will inform the research .This information
will then help to create greater quality questions for the semi-structured interviews.
Results on the survey, content analysis and semi-structured interviews will be
explored further in the nest section.

4.11 Limitations to Research Methods
Time constraints prove to be something of a restriction when using interviews as a
research method. In logical terms, interviews were held in Cork, Limerick, Dublin and
Louth so the physical act of travelling around the country proved time consuming, as
did the initial setting up of the interview and the preparation as well as the
transcription of post interview recordings.
Another limitation to the process included the omission of infonnation by participants
either for confidentiality reasons or simply a case of them presenting a biased view.
“A common discrepancy is between what people say about themselves and what they
actually do” (Gillham, 2000,pl3)
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4.12 Ethics
Eitical research should be the goal of all social researchers (Baxter et al,. 2008). The
researcher is accountable to respect the values, needs, and rights of the participants.
The research of this study employed the following ethical precautions:
1. The participants who took part in the research did so voluntarily.
2. Before the interview process, all of the participants were given a copy of the
questions and the research objectives were outlines by e-mail.
3. The research objectives were expressed clearly before the interview so that
participants clearly understood the research objectives.
4. The participants were asked for their permission to record the interview using
a dictophone.
5. Transcriptions were made available to all participants.
6. The written information to proceed with the study was received by all
participants.
7. The final decision regarding the participants' anonymity rests with the
participants.

By following this process, the research is of a high ethical standard and data was only
used for stated purpose.

4.13 Conclusion
This proves that a qualitative approach to primary data collection was the correct
route to take during the research methodology. As new media is still emerging, there
is limited literature exist in relation to Irish Museums, the use of a qualitative survey
highlighted some issues (Appendices E )
The use of the semi-structured interview is particularly advantageous in exploring
participants feeling towards a topic.
Interviews were used because they provide in-depth information and give the
researcher the opportunity to probe and also give a greater sensitivity to
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misunderstandings, interviews also allow more freedom in the answer giving. It
allowed for the conflicting opinions of interviewees to emerge and to be interpreted,
analysed and presented for discussion. It also allowed for spontaneous and surprising
conversations to develop, leading to an insight into the interviewees and there for an
insight into museum public relations. All of these are required given the complexity
of the research.
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CHAPTER 5:
RESEARCH FINDINGS AND ANALYSIS

48

CHAPTER FIVE; RESEARCH FINDINGS AND ANALYSIS

5 Introduction

The chapter presents the findings and analysis from primary research in light of the
research objectives. The findings are supported by quotations taken from the
interviews and the survey. Analysis of the interviews identified a number of common
themes that developed across the interviews and survey. Data will be discussed in
relation to theatrical constructs outlined in the literature review and organised
according to each primary research objective. The primary research objectives are:
•

To explore the phenomenon of social media.

•

To assess the impacts of social media on PR.

•

To gain an understanding of the impact of public relations on the museum
industry.

The headings outline the general themes extracted from the interviews and survey
data to develop the research findings.

S.l.Public Relations
All interviewees were asked what their understanding of public relations was. This
was an important aspect as not all participants were from a public relations
background. This contrasted with their knowledge of museums in which all
participants were involved with in one way or another. All participants agree that
public relations involved communicating with the public and the building of
relationships.
According to Hugh Maguire, Director at the Hunt Museum, “I still like the textbook
definition, that it is the interaction between organisations and its public or
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stakeholders. The future of public relations is defiantly going digital. But whether
you're online or offline it has to be about two-way communication."
Nonna Cuddihy , Operational Manager at Crawford Art Gallery backed up this
statement, “The Gallery aims to build strong links with the local community through
our public relations.”Daniel Breen agreed, "We want to engage with the community,"
Anne-Marie Eaton PR consultant at Bance Nolan believes, “ Putting it very briefly it
is about getting a message or project across to a relevant audience in the best way
possible, for the best benefit of the client.
Philomena Bryne, Head of Public Affairs added , “in my experience it is an organised
and strategic approach through how you relate to your client, if you are an outside
consultanf’
The definition that is most relevant to the research findings is (Cutlip , Center and
Broom,2006), “public relations is about building relationships and communicating
with the public”
The most appropriate quoted definition of public relations that the research has
adopted is from Johnston and Zawawi , ‘Public relations is the development and
management of ethical strategies using communications to build relationships with
stakeholders or publics.’(Johnston& Zawawi, 2009 ,p.7)
2.Media Relations
All interviewees expressed the opinion that social media complements traditional
media.
Brian Walsh,Curator at County Museum Dundalk believes, “You can use the
structure that’s already there newspapers, the internet, social media , television and
that type of thing that help you can talk to people about a variety of thing in a
language that people understand .They know the grammar of television. They are also
able to communicate back threw the social media creating a dialog. You can set up an
exhibition so it is visual and talks to people in a language that they know.”
Brian Walsh goes on to explain, “Even something like our archaeological exhibition
that we did, it was tongue in cheek A.S.I. which meant archaeology scene
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investigations instead of C.S.l crime scene investigations. We got an award for the
website on it. Talk about archaeology people fall asleep so we wanted to make it more
exciting. Crime scene investigators actually do use archaeologists from time to time
and the principles are the exact same. It’s a case of talking to people in a language
they understand. ASI was big bold and beautiful, if you're going to do it, do it with
style. It’s almost learning by accident.”
Anne-Marie Eaton states,“Most organisations need to reach external audiences, this
means getting coverage in either mass media like radio, TV , newspapers or
magazines or specialized media like trade magazines and blogs. Public relations
practitioners have to understand the need of these different media. When you’re
sending out a press release you also have to take into consideration if its traditional
media or social media because they are too different style , but that doesn't mean they
conflict with each other only that your story must be tweeted for a different style.
Public relations practitioners must understand what it takes to place stories.”
Cristin Leach Hughes, Journalist and Art Critic with the Sunday Times, believes that
social media and traditional media are complementary. “I think blogs in particular
have a strong role to play in allowing new critics to emerge, the good ones will
eventually be employed by "traditional" media, whether it is in the form of a paper
newspaper or online version, in the future. Social media gives a voice to people with
opinions; the best ones will gain followers and readers. I think the more people
talking and thinking about art and exhibitions the better, regardless of medium. “

Hugh Maguire believes, “People would still pick up a flyer and read it later on.
Traditional things like that still have a role to play I think, so we’re still trying to use
traditional media but also use technology where possible. It’s part of constantly
getting the message out there, we’re open for business, even something as very basic
as the sign on the gate. There was no sign on the gate when I arrived at the Hunt at all.
Now we have a sign, like a sign is important tool too for letting people know what’s
on in the area
Norma Cuddihy points out, “Unlike traditional media which can be very expensive to
place an advertisement, social media is accessible to everyone and inexpensive. Social
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media has created a new way for us to communicate with our audience, but more
often we use social media is used to complement our traditional media
Lesley-Ann Hayden states

In 2011 Heritage week developed its own iPhone app

that allowed users to download events to their phone free of charge, there has already
been thousands of downloads recorded “
Respondents of the surv ey also agree with that the relationship between social media
and traditional media complement each other with 91.7% (22/24) strongly agreeing or
agreeing. ( See Appendices E, Chart 15)

3. Social Media
All five museums interview currently have a website, but four of the five Irish
museums ( the exception being Cork Public Museum) are engaged in multiple social
media platforms such as, Twitter, Facebook, YouTube and Foursquare among the
most popular.
Brian Walsh states, *‘l think tweeting is brilliant, 1 really do, it happens as the event is
happening. Facebook is better for interpersonal I think it does have its benefits as
well. Website is good but I remember reading that the web is dead, apps is where it’s
at and I'm trying to go along with that. There is a bit of a delay on what happens in
America before it happens here, so Em keeping an eye on what’s happening over
there. We were on foursquare two years ago and it still hasn't caught on here.”
Anne- Marie Earon believes , “The use of social media by museum public relations
department helps the museum to generate interest, create a community and connect
with potential visitors”
Norma Cuddihy states, “We are currently reviewing its use of social media. We plan
to become more active with Facebook, Twitter and blogs to expand our visitor base.
The Gallery website has been rebranded and redesigned thus attracting more users
from both the community artistic and academic sector.
Dr Hugh Maguire points out, “Twitter is where news happens today. When big news
breaks you can guarantee twitter will be buzing with opinions. Remember when that
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US plane hit a flock of birds and crash landed into the Hudson River? There was an
onlooker who broke the news story, including the first images of the plane crash.”
Cristin Leach Hughes agrees , “ I think a symbiotic relationship has developed
between citizens and news organizations, this relationship is like a continuous
journalistic dialogue that many observers predicted would become the new style
journalism online. You can see this style when citizens are creating their own videos
about news and posting them. News organizations are taking advantage of citizen
content and incorporating this up to date information into their journalism.
Solis and Breakenridge (2009) recognises the significance of citizen journalists. This
corresponds with research findings, as all participants expressed their opinions that
social media complements the traditional mainstream media
Brian Walsh, ‘‘We're on Facebook, Twitter, Flicker, Foursquare and YouTube.
Weather it's actually doing what 1 want it to do fm not a hundred and ten percent
certain at this moment in time."
He goes on to say, “I keep an eye on what somebody has tweeted or re-tweeted that
sort of thing. One person asked a question on Facebook about taking on volunteers
and would there be a position for her as a volunteer, f m not certain I can answer that
by Facebook. If she had rang me, I would have said it to her but it wasn’t the
appropriate forum to ask that particular question 1 thought so basically it was left
unanswered,
Hugh Maguire, “these tasks have become integrated into everyday use, and the norm
for sending around information, so we use twitter to tweet and whatever, so that is a
great benefit to us.” But Hugh goes on to say, “1 don’t know if it has directly resulted
because we don’t track it really, but we certainly have a healthy footfall. “
Daniel Breen states,“Social media is not our main strategy at the moment so we are
not directly measuring it, but we do watch out for mentions about us in traditional
media like in newspapers and magazines etc.”
Fhe majority of respondents, 75% (18/24) indicated “No “ in the survey when asked if
their organisation has ever conducted research measuring what members of other
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strategic publics have communicated about the organisation via blogs or other social
media and (See Appendice, E, Chart 18)
Hugh Maguire, ‘‘our team here is very small, we have three staff. Ideally if we were
bigger, we would have a full time marketing media public relations, we don't so it’s
all a bit on the huff. In my head I’d have ideas but then like today, we are so busy.”
Daniel Breen agrees, “we’re funded by the Cork City Council, so we keep our budget
low and try not to over spend and do two or three exhibitions a year. We don't have
the staff to handle taking on loads of social media platforms, even though I do see
what benefits social media could bring to the museum. There is a lot of ‘red tape'
involved in updating the Cork Public Museum , even I have limited access to the
internet in the museum.”
The majority of respondents to the survey , 68% (17/25) agree with the statement,
the size of the organisation impacts their ability to promote the corporate image of
their organisation.( See Appendice E, Chart 9, question d) These findings concord
with what Lubbe and Puth (Lube and Pluth, p. 29, 1994) suggest that the number of
major departments in an organisation is determined by the size and nature of the
organisation. When an organisation is established, the number of major departments
may be limited to marketing management and product, but as the organisation
expands, departments of human resources and public relations may be included, either
separately or as a single department
Wilcox and Cameron’s ( Wilcox and Camron,p.99, 2006) observation that “in many
organisations, top level management perceives as primarily a journalistic and
technician function, media relations and publicity. In large scale mechanical
organisations of low complexity, there is also a tendency to think of public relations
as only a support function of the marketing function'’

5.4. Social Media and Pr
There was a strong agreement among participants that social media offers a wealth of
opportunities for museums.
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Hugh Maguire states, “Exhibitions and galleries that are changing all the time can be
much more exciting, a building or a historic collection doesn’t change very much
there is a limit to what you can do to keep things zipped along. If we look at that for a
second, we can do more with a website such as exhibitions of the bone or object of the
week, but that takes a great deal of time unfortunately and staff and in some cases
money too.’"
Cristin Leach Hughes believes ,“This is an exciting time for public relations
professionals and those looking to be a part of the profession. The change over the
recent decades and more recently the internet has reinvented how people
communicate with each other.”
Hugh Maguire explaines, “We have a tiny winey budget for marketing but an
advertisement gobbles it up. A advert in the Caira magazine with the airlines is worth
about 6,500 euro. A tiny-tiny advertisement in phoenix magazine would cost about
SOOeuro.lt’s all big bucks. We deal with Glance Promotions, the flyers , that's about
2,000 euro a year just to get leaflets distributed with Glance. Big Bucks. We get some
ads in the Limerick Leader which is about 800 euro. We did an advert with the Irish
Arts Review which was about a 1000 euro. Its big bucks and we don’t have that sort
of budget. We’re relying on grants."
Hugh Maguire believes, “One thing that is good for museums is that social media is
free to use, but it’s hugely time consuming and if you don’t have a staff member then
where is that time to come from. If you don't do it right it could hurt you more than
help you. If the information up online is out of date or if the person doing it writes
something inappropriate. Nothing is for free. I find it even myself with Facebook, it’s
so time consuming.
Wilcox and Cameron’s ( Wilcox and Camron,p.99, 2006) observation that “in many
organisations, top level management perceives as primarily a journalistic and
technician function, media relations and publicity. In large scale mechanical
organisations of low complexity, there is also a tendency to think of public relations
as only a support function of the marketing function”
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Future Exploration Network completed “a study,by of the future of media cites the
growing “symbiotic relation between mainstream media such as newspapers and
broadcast, and blogs or other social networks. “ (Rich, p.25, 2010)

5.5. Public Relations and Museums

New tools and technologies have played an important role in this regard enabling
designers, curators and museum managers to develop exhibits that facilitate
interactivity and enable visitors to engage in more complex forms of participation in
the museums and gallery space (Schiele & Koster 2000)

Daniel Breen states, “Fundamentally museums are there to remind people where they
came from especially from a local point of view. You can take it nationally but our
focus isn't entirely nationally but it does take in the wider picture. As a museum it’s
our job to be unbiased and to give the information to a wider audience.'’
Karp, Kreamer, and Lavine agrees with this (Karp et al, p. 160, 1992) identifying
museums’ main purpose, “All museums are, at the most fundamental level, concerned
with information: its generation, its perpetuation, its organization, and its
dissemination”

Lesley-Ann Flayden Fleritage council discusses the Museum Standards Programme
for Ireland, “it is an important initiative which sets out to improve all aspects of
Ireland’s museum practice and particularly raise the standard of care for collections
across Irish museums and galleries. The museum sector is very valuable to the Irish
economy.
Lesley-Ann states that, “Our heritage is all around us. It includes our landscapes,
wildlife, archaeological sites, buildings, folklore, language and customs. Fleritage
provides identity, character, distinctiveness and pride of place for local communities.
It is a critical part of vibrant living cities, towns and villages. Crucially, our future
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well-being and prosperity will be greatly enhanced through promoting an awareness
and enjoyment of our heritage.”
Lesley-Ann explains, “The Irish Museum Association which is supported by the
Heritage Council and the Department of Arts, Sports and tourism, carried out
seminars informing museums about getting connected. There was a strong practical
emphasis on the use of social networking, video blogging, podcasting and mobile
apps.’The Researcher got the support of the IMA during the survey process .
Lesley-Ann Hayden says , “The Heritage Council and the Northern Ireland Museums
Council held the Museum Awards which as part of the criteria the museums must
show evidence of two-way relationships between the museum and its user and also
non-users. But due to current budget restraints, the Heritage Council cannot run this
awards scheme.
Hugh Maguire, “We have a strategy at the moment and it’s very much about
communicating with local players. We also do mail shots, extensive mail shots
especially to schools about our activities and to hotels .We do quarterly events cards
which they hadn't been doing before 1 came here, getting what’s on out to the
community. That's a sort of a traditional thing and in a funny way, maybe I'm not
scientific about it but I do perceive that people still pick up bits of paper and read
them on the bus going home when it’s not invasive of your time, even the age groups
that use Twitter and Facebook.
Philomena Bryne believes, “In an online museum setting, a meaningful experience
can be achieved by emotional interaction that can bridge the gap between the visitors
and the art collections by creating an environment that can increase motivation and
satisfying aspect of their visits.’'
Hugh Maguire agress, “sometimes you have a static collection and it’s very hard to
keep reanimating it, you know making it relevant all the time and because its difficult
in making it relevant it becomes difficult to promoting it then is an ongoing challenge.
People’s cultural values change from time to time.
Anne- Marie add, “A good PR Practicioner sees, where possible, a fresh angle to
attract specific interested parties, in the main including media though not all PR is
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media oriented; The PR practitioner sees the way of conveying that angle and then
pitching it to as many relevant people as possible. “

Norma Cuddihy Crawford states, “We aim to communicate with many different
audiences, including tourists, colleges, schools, families, diverse communities.
Friends of the Crawford, potential sponsors, press and opinion formers. We promote
the Gallery's Permanent Collection as well as temporary exhibitions and educational
programmes through our website, local and national press as well as some overseas
publications. The Gallery also has a commercial objective to increase revenue through
a variety of different sources including the Gallery Shop and publications. These are
promoted on our website.
Norma Cuddihy goes on to say, “ we aims to build strong links with the local
community through education programmes, artist talks and temporary exhibitions.
We also send leaflets to places such a libraries, tourist information offices, cafes and
other places likely to be visited by our target audiences.

Norma Cuddihy explains that The Crawford Art Gallery has become increasingly
recognised internationally for the excellence of our programming of both historic
and contemporary exhibitions. “We also have International partnerships with
museums, including Tate Britain and Tate Modem, The Victoria and Albert Museum,
The Pompidou Centre, and other institutions of an equally high standard, continue to
strengthen the Crawford Gallery’s profile as a significant contributor to the arts world,
both nationally and internationally, which is strengthened by our public relations with
them.”

Norma Cuddihy , “The Gallery faces many challenges with the expanding social,
cultural and financial roles. We must appeal to our visitors through promotion while
preserving the works in the Gallery. The Gallery activities are an important part of the
economy as they can be a positive influence on both humanity and the environment.”
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Philomena Bryne ,‘*One difficult to overcome is that we have had a number of
important exhibitions that had garnered a significant level of media coverage,
presenting a danger of saturation of the media with IMMA events/’

The researeh on Theaker backs agrees with this, “ It is important to note that public
relations is not about dealing with “the public”, as some people think. In PR there are
many different groups of people - not just customers, but suppliers, employees,
members, political bodies and local residents, among many others, which are known
as “publics”. (Theaker, 2004, p.5)

Cristin Leach Hughes argues that, “Many companies starting to use social media for
the first time can fall into the trap of over using social media to directly push
products and services onto their followers. This behaviour can irritate your customers
rather than getting you new followers and actually turn them away from you. Clearly
there is nothing wrong in pushing your products, but you need to blend together this
with other newsworthy items from your company.
Research on McDonald agrees that, “Public relations may also be used to build
awareness of new products, new processes or other changes which will enhance an
organisation’s ability to serve its eustomers’' (McDonald p. 557, 2007). But Johnstone
and Zawawi add in ethical strategies,*Public relations is the development and
management of ethical strategies using communications to build relationships with
stakeholders or publics.’( Johnston& Zawawi, 2009 ,p.7)

Brian Walsh believe museum public relations is, “about trying to make the collection
accessible. We believe that internet radio is the future and that this is a great way of
making history interesting and relevant to a new generation. We are trying to create
an atmosphere of a fireside conversation making it a fun and enjoyable experience for
all our guests and, of course, our listeners”. Brian goes on to say that public relations
can help make the museum more human and add to personal experiences.
Brian explains , “We are trying to do something novel in the presentation of history to
schools not only locally but internationally as well. By broadcasting through our
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website, we are looking to develop a new audience, to make the museum and the
collection interesting in a different way, and most importantly produce a publicly
available archive of recorded material for future reference.”

5.6 Public relations and Journalism

Anne-Marie Eaton believes that, “ Social media certainly plays a very important role
in getting the message across but from the point of view of a specific PR campaign,
the strategy would be to distribute press releases to relevant media contacts at the
same time as using social media. It can be used as a teaser for a PR campaign, to say
create a build up to some announcement. It would not be an ideal situation, however,
to Tweet or post something major ie the purpose of the PR campaign on Facebook
before a press release is issued as it could lose impact and perhaps not filter through to
the people you actually want to see it first.”
Additionally, Anne-Marie Eaton believes that “public relations practitioners must
help organisations work effectively with the media when reporters request
information or the organisation is the subject of a story. Practitioners must have an
understanding of the media’s role and be comfortable working with media
representatives”.
Philomena Bryne highlights that you need good internal communications to have
good external communication, “It is a fact of media relations life that you can achieve
little or nothing without a high level of communication from your director and
colleagues.” She goes on to explain how this effects her communication with
journalist, “Without your colleagues active involvement you will not have the
material you need for your press release. You may be able to get your hand on some
material on the internet, etc, but it will not have the quality and precision to make for
a really good press release. You will not be able to deal with press queries quickly and
accurately, which is vital to our museum. “

Cristin Leach Hughes mirror this opinion from a journalists point of view ,“The only
thing a journalist needs is for queries to be answered promptly and accurately.”
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“Philomena Bryne goes on to say,“ a lack of internal communication can seriously
undermine your confidence when dealing with the media, as you will not be sure that
you can deliver on media requests or queries, or on commitments that you have made
to the media.”
The research of Hinson (2009) indicated that a growing number of PR practitioners
agree that social media is changing the way in which organisations communicate.
Cristin Leach Hughes believes , “The use of Twitter in particular I think has helped
to give institutions a virtual "personality" and certainly helped them to interact in a
more direct, public with their audience/visitors. This impacts on the way journalists
view and think about such institutions, and therefore on the way Journalists write
about and report on them. 1 don't use Facebook in this way as 1 think of it as a
personal space, but Twitter is a great way to include institutions in "public" debates
about their shows or simply get them to answer questions or respond to ideas, in a
virtual public space.”
Anne- Maire Eaton states , “They are sometimes necessarily cagey when answering
awkward questions about attendance figures or costs, but that's something all
journalists expect. Generally, museums are looking for publicity for their events and
in most circumstances even a negative review is seen as publicity on some level.

Cristin Leach Hughes , “However transparent they intend to be, there are always
aspects of decisions that museums would rather journalists didn't know about. I'm not
sure much has changed about this. Freedom of Information legislation has certainly
made it easier to get information the PR people would rather not share.

Philomena Bryne: IMMA currently makes information routinely available to the
public in relation to its flinctions and activities. This information is contained in the
Annual Reports, in publications such as the Calendar of Events and those relating to
particular exhibitions or programmes, and on the Museum's website. Such
information will continue to be available informally without the need to use the FOI
Act.
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5.7. Museum relationships with sponsors and donors
Developing relationships with sponsors and donors can be an important aspect of
building confidence and gathering interest in the museum (Mclean,F. p. 173, 1997).
Anne-Maire Eaton states that, “Non-profit organisations have practitioners who
perform public relations functions and their jobs may be combined with sponsor or
donor relations, marketing and fundraising. The government intentionally chooses to
step away from the words ‘public relations’ because of the ‘spin’ stereotype attached
to it, instead they favour titles like Public Information Officer or Public affairs
Officer.”
Philomena Bryne, In order to raise funds for the long-tenn development of its
programmes and activities, the Museum has launched a Friends and Patrons scheme,
with a wide range of benefits for individuals and companies.

The Crawford Gallery recognises the very significant contribution of the Department
of Arts, Heritage and the Gaeltacht to the funding of the Crawford Art Gallery.
However, due to the current economic circumstances, the Management of the Gallery
together with the members of the Artistic Policy Sub Committee and Marketing are
proposing to expand and consolidate the collection through innovative means
to increase focus on philanthropy-Nationally and Internationally. Create the Crawford
Art Gallery Foundation, Legacy and Art bequests to the Crawford Art
Gallery,

Promotion and Marketing of Loan arrangements to the CAG. Utilisation of

the Members of the Board in the promotion of the Crawford Art Gallery and the
championing of specific exhibitions.
We plan to focus on the development of a strategy which will enable management to
identify and partner with private and commercial enterprises in the South West region
to secure their buy in to providing support services and/or finances in support of the
Exhibition programmes.
There is a strategic opportunity for the Gallery to identify a sponsor to champion,
explore and develop the “Artist in Residence Programme”
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Additionally, the Gallery recognises that there is a strategic opportunity for the
Crawford Art Gallery to heighten its profile and leverage sponsorship opportunities
through. Building on relationships with the Cork Film Festival; Cork College of Art
and design; Opera House, Promoting CAG as a venue for concerts; meetings; society
gatherings; headquartering events. Generating interest in Broadcasts from the CAG
via Radio and Television.
Brian Walsh: Our relationships with our donors are fairly good, 1 think. The problem
with donors typically is well sometimes they want a thing that was donated back.
They don't actually get that when you sign away your ownership you’re actually
signing away the ownership.
Hugh Maguire, ‘‘The Hunt museum has a friends organisation which is our only
strategy at the moment and there is no strategy at the moment for donors. But the idea
of increasing our corporate giving and providing donors is in the pipeline.” Hugh goes
on to discuss ethical issues that could arise with dealing with sponsors and donors, “If
we had corporate donations there would be ethical issues on a personal level. We have
so little corporate support that it's not an issue but if we did it would be an issue and
I'm aware of that. Yes that is an issue.'’
He give an example of ethical issues by explaining how inappropriate it was for
McDonnell’s and Coca-Cola to sponsor the Olympics, “1 personally think its terrible,
their pushing fitness and healthy living and all this kind of stuff. 1 wasn’t at the
Olympics but I was at the Olympic park and the station and everywhere was plastered
with McDonnell’s images and Coca-Cola logos and 1 personally think that’s terrible.
But then when you get into sponsorship everything is going to be problem. If it wasn't
Coca-Cola then who? They don’t allow smoking companies to sponsor and if we
allow Tesco then people will be giving out about that as well. If it was something like
the banks then people will be saying is all crocked and corrupt. Everything sponsored
is potentially problematic . Sainsbury's trust sponsors the Opera house, where do you
draw the line? It is a difficult one. On one level I can say fortunately we don’t have
that problem , but deep down its unfortunate because we don’t have enough corporate
support.
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Respondents of the survey raised similar issues that were highlighted the semistructured interviews. When asked their opinion on whether or not there are unique
ethical concerns with using public relations for cultural institutions, respondents who
answered yes were asked to gave a brief explanation why they gave this answer.
Their responses included, (i)“We have to be mindful of the people behind the stories background to donations, loans etc. Also, how we are seen to deal with newly
discovered objects, storage issues etc.’Xi*) “Higher degree of integrity of content
required”.(iii) “Yes, if funding depends on certain corporate donations, then there can
be conflict of interest within the upper echelons of Cultural Management. This in turn
brings up ethical concerns regarding the importance of Exhibitions to the corporate
world. Promoting Public Relations or simply good Corporate relations, one has got to
ask one’s self this ethical question. A corundum nevertheless.” (iv)” You’re dealing
with people’s perception of a culture so you must be careful, (v) Yes,you have to
consider all the other areas involved with a museum such as donations and the history
of the collection etc.(vi) Museums are for all groups of society so we try to reach out
to everyone. (vii)There are many ethical issues for the correct use of PR such as how
we deal with donation

Breakenridge identifies that (Breakenridge, 2009) social media represents a shift for
public relations practitioners to practive the two-way symmetrical model where the
process shifts to conversation-based interaction, which helps to cultivate relationships,
strengthening customer service and increases brand recognition and loyalty.
Dozier and Grunig ( 1992:395 ) endorse that, “Public relations must be placed high in
the organizational hierarchy and that it must be practiced strategically if it is to make
the organization more effective - and, thus, to be excellent”.
According to Karp, Kreamer, and Lavine (1992), “museums are products of their
social context (p. 158). As such, museums must be responsive to their social
environments if they are to serve society in the future. The world is moving toward an
information society, characterized by ever-changing social needs and goals. Speedy
developments in information, communication, and media technologies affect all
aspects
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of people’s lives, including professional, domestic, educational, and recreational
(Karp, et
al., 1992). Museum public relations must constantly adapt to these changing societal
needs.

To summarise, the researcher has put forward all the information deemed relevant to
the stated research objectives. The findings and analysis of the objectives were
presented in line with data analysis methods distinguished chapter 4 in the research
methodology chapter. The researcher related the findings back to the literature
deemed relevant to each of the objectives of this dissertation.
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CHAPTER 6;CONCLUSIONS

This chapter follows on from the logical reasoning in the analysis chapter. These will
then be followed by recommendations and the implications for practice and future
study.
The conclusions and recommendations will be drawn from the literature and the
results from the empirical data that was compared and contrasted in the previous
chapter. Recommendations will be given for future research as well as for the public
relation within the museum and cultural sector.

Conclusions
The purpose of this dissertation was to assess the impact of social media on the
museum and cultural sector, from a public relations perspective. The ultimate
conclusion of this research is that social media is reinventing many aspects of the
museum industry; the research also concluded that the function of PR within this
context also has an effect.PR practitioners who reeognise the benefits of the new
phenomenon of social media are reaping the benefits. However, a gap also exists in
the museum and cultural sector, staffs here are experimenting with soeial media
platforms and it can be concluded that many are in the process of learning how to
practice social media to the highest standards to promote the reputation of the
organisation. While some PR practitioners and museum staff are utilising social
media to good results, others have failed to embrace it correctly.

From the research following reasons where reached about why social media is an
advantage to an organisations :
•

Social media enables organisations to keep up-to date with new or other
companies or brands.

•

Social media assists customers to provide feedback.

•

Social media provides support and informs the public.
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Social media assists with fast cheap communication with others
It accommodates two-way symmetrical communication between the
organisation and the customers.
Social media enables an organisation to connect directly with key influencers.
Social media enables interested people to relate to the organisation.
It was also highlighted that the overuse of social media can sometimes have a
damaging effect on the company’s brand or reputation.

Findings concluded that there are many ways in which social media is affecting the
PR industry. These include:

Social media has increased the number of communication channels now
available to PR
Social media facilitates two-way symmetrical communications.
Social media compliments traditional media
Social media has made public relations more relevant.
Social media increases and strengthens s customer service.
Social media assists in the management of reputation

Research findings show how public relations with the use of social media are
impacting the museum sector. Findings show the following:

•

Creating a two-way communication that is accessible to even museums with
small budgets.

•

Social media is opening up access to the museum collection

•

Museums are able to reach out to a wider audience

•

Museums are able to build a relationship with their sponsors and donors
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•

Mueseum are able to create better working relationships with journalists.

1. Public Relations strategies used by the Museum and Cultural Sector
Public relations practitioners are experiencing some significant changes in the
industry at this time. Museum PR is a relatively new area in both public relations and
museology, with little being published on it in the past 30 years. Public relations in a
museum has a unique set of standards and communication goals. Through this study,
it was found that the purpose of a museum is to contribute to the development of
culture and arts, and to the cultural education of the general public. The term is also
used for both public galleries, which are museums for the display of selected
collections of art.
Research shows that the museum practitioners think its very much important to be
communicating with the local community, especial schools and hotels about their
activities. They want to get their information out to the public.
The use of social media outreach and proactive PR strategies are just a few examples
of how museum PR is differentiating itself from other PR specialties. The industry is
still small but should have a niche in the realm of public relations.

It is agreed that social media can help create hype around permanent static collections.
Although museums are using social media there are very few who are actually
measuring and evaluating not only the outputs but also contents and outcomes. The
interviewees encouraged the use of research to measure various aspects of how social
media are impacting their organisation, the results of the survey shows that very few
museums are following through with it.

Museums are still using tradition public relations tactics too, which would include
piggybacking on local community events or nation event. An example of this is that
the County Museum Dundalk current exhibition running is based on Irish Olympians
which is highly topical at the moment, this relates back to the Dundalk community do
to the fact that a local Dundalk champion is an Olympic media winner.
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This research shows that the participants felt that social media and traditional media
work complement each other and that they can be influence on another. Social media
is an effective tool for communicating and re-distributing news from traditional media
sources.

2. Models of communications employed ( press agentry, public information,
two-way asymmetrical, two-way symmetrical)
Public relations is being affected by the massive changes of social media. One of
the main reasons for this affect is social media is done by the public and is public
information. Social media is a modern day communication process. Due to the
changing technological environment with the development of web 2.0, public
relations has seen the need to shift away from speech and start to engage in
conversation. Brown believes that,” With the introduction of web 2.0 and social
media, communicating is a lot easier than it has ever been” (Brown,2009).
Findings indicate that many practitioners interviewed are trying to achieve good
communication through the use of social media and the use of Grunig and Hunts
two-way symmetrical model.

Findings by this research suggested that social media complements traditional
media. All interviewees expressed similar opinions that social media complements
traditional media and this was backed up with the results of the survey .Social
media can make a story more relevant through Facebook’s newsfeed and Twitter's
hash tag. The importance of social networks like Facebook was highlighted in the
survey that the researcher carried out. Musuem public relations practitioners have
realized that they are no longer reporting to the media but also the public, the
public play a huge part in reputation management. People are allowed to voice
their opinion via the Internet through blogs, tweets, Facebook posts, etc. One of the
important fixtures during this rise of social media is for companies to be more
transparent with employees and the public.
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3. Excellent Public Relations
The research investigated if museum public reation practitioners practice “excellent”
public relations through two-way dialogue with their public in order to cultivate and
maintain relationships with them.
From analysing the museum and cultural sector and the communication techniques
that the professional utilise, it is evident that none of the organisations meet with all of
the characteristics of excellent public relations of Grunigs et al’s “excellence study”
(Grunig at al, 1992). It is evident that that there is a mix of asymmetric and symmetric
modles of communication are used by museum public relations professionals in there
communications. This finding contradicts the “excellent study” where two way
symmetrical communications is the keystone for excellent public relations.
Nevertheless Gruaig et al (1992) recognises that in practice a mi of asymmetric and
symmetric approaches is often used.
The study identified that there is an understanding that public relations is part of the
museum and cultural sectors role. As many of the museum public relations
professionals do not have professional public relations qualifications it is difficult to
claim that they practice “excellenf’ publie relations. This concurs with Grunig at al
(1992) in saying if practitioner do not understand or resist the excellence idea, it is
because they do not know any better, even if through no fault of their own.

4. Public Relations role within the museum and cultural sector.
This study impacts museum members. As the museum depends on its members for
patronage, the members, in return, depend on the museum for cultural experiences
and an improved quality of life. Viewing museum public relations through the
perspective of mutual benefit ensures that the museum will continually seek the
public’s opinions and cater to the community’s needs. In doing so, the museum will
flourish and continue to enhance the economic and cultural landscape in the
community
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As museums grow and enhance the visitor experience, public relations will be a more
important tool to connect to their publics on a local, national and international level.
When considering the historical models of public relations, museums are moving
from a public information model to a more two-way symmetric model. As the
museum has become more engaged in communication efforts with its publics a twoway conversation has begun.
However, the management of smaller museums tend to perceive public relations as
primarily a journalistic and technician function, media relations and publicity. There
is also a tendency to think of public relations as only a support function of the
marketing function.
Wilcox and Cameron (2006) also agree, ‘Mn many organisations, top level
management perceives the public relations department as fulfilling primarily a
journalistic and technician function, in addition to being in charge of media relations
and publicity. In large scale mechanical organisations of low complexity, there is also
a tendency to think of public relations as only a support function of the marketing
functions ‘‘(Wilcox and Cameron, p.99,2006).
There is a general agreement that the size of the organisation impacts their ability to
promote the corporate image of their organisation. Larger museums with greater
resources have more frequent, public relations efforts. The larger museums that have
managed to be successful with social media and those that have been successful that
they have gone on to be nominated for awards, such as Public Relations Institute of
Ireland Awards. The majority of respondents to the survey agree with the statement,
that budget constrains their ability to promote the corporate image of my
organisation. This data is corroborated by Steyn and Puth (Styen and Puth, p.7, 2000)
who suggest that,” the budget allocation for public relations is totally inadequate for
the important projects need to be undertaken in the interest of the organisation
Research shows that museums are actively trying to create two-symmetrical
communication with the use of public relations through social media. Research
suggests that public relations in Irish museums is still in its infancy , which mean that
only the bigger museums with larger budgets are really being successful with creating
create two-way symmetrical communication. The data collected revealed that most
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public relations in the museum sector are still operating at the middle level of the
organisation
For the success and achievement of good results as Black (1972:5) indicates, top
management must be in favour of the public relations programme and must contribute
to its accomplishment. He also states, if public relations is to be successful in its role
in management it must be organised in dept.
Interactions between museums and its stakeholders are valuable for both parts.
Transparency within a company has become increasingly important to stakeholders
today as it implies openness, communication and accountability.
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RECOMMENDATIONS

Following on logically from the conclusions, a number of recommendations can be
made.
According to Tench and Yeomans (2009,p.424)
To further develop the discipline in a marketing environment, PR practitioners
must think creatively from both a strategic and tactical perspective. Grabbing
the attention of consumers is increasingly difficult and PR must evolve in a
professional and ethical manner to ensure that it continues to enhance its
reputation in a commercial context.

•

Museums are becoming more interactive with an audience that wants a
physical experience that combines artefacts, information and history. Tench
and Yeomans (2009) assert that “ Creativity is kig” and the application of
superior creativity” will help organisations gain “marketing advantage in the
battle for heart, minds and wallets” (Tench and Yeomans, 2009,p.419) which
is also recommended by the auther.

•

The author recommends the museum pr practitioners that are failing to
exercise a two-way symmetrical communications when embracing social
media to look case studies other organisation to show what a success it could
be for them.

•

The necessary skills are needed to be successful in the world of social media.
For museum pr practitioner to gain theses skill the Heritage Council must push
the education of this essential topic. People identify that social media provides
vital improvements for both the PR industry and while some are becoming
true experts in the field, others are only beginning to experience its full
potential

•

Social media has allowed companies to interact a lot more with their
audience. It is recommended that museums take full advantage of these free
tools but id they are not updated regularly they can have a negative impact
instead of a positive impact.
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The evolution of the museum can best be addressed with good communication
practices that allow the audience to see the changes and become involved.
Building relationships with sponsors and donors can have a massive impact on
the museum and cultural sector, especially in these hard economic times when
government funding is becoming harder and harder to receive. Creating
sponsor and donor innovative packages could help create a bond.
Senior management should consider a profession public relations qualification
as an essential in the future employment of museum relation staff

7.1 Further Research
Museum PR would benefit from more scholarly research and review in order to
become a more legitimate PR subset. In-depth case studies into successful public
relation departments in museums would also add value and information to this area of
PR. It would also help to identify common goals and strategies used at large museums
that could be implemented in other institutions. Qualitative research could also help
explain why respondents chose to
continue or discontinue their relationships with the museum. Focus groups and indepth interviews could gain further insight into members' perceptions of each type of
relationship. It is important though to remember that smaller museums often have cost
efficient and creative ways to communicate with its publics that should also be
recognized. Overall, museum PR in Ireland still has a long way to go before being full
recognised as an important function but it has shown significant growth in the past
decade. As funding becomes tighter and competition among museums grows,
museums depend on their publics for patronage and support. According to Bruning et
al. (2004),
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Final Words

This research study had contributed to a better understand of the current situation
facing public relations practitioners within the museum and cultural sector. The
research study has lead the author to conclude that public relations with the use of
social media is having a considerable effect on the museum and cultural sector.
Museum PR would benefit from more scholarly research and review in order to
become a more legitimate PR subset. The scope of this paper's research is small and
would have benefited from a larger sample of museums from every region of Ireland.
However, this kind of research should be conducted by an industry association like
the Irish Museum Association because of its professional status in the museum
community.
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SAMPLE E-MAIL TO POTENTIAL PARTICIPANTS

Dear

My name is Ciara Murray and I am currently doing my masters in Public Relations
and New Media at Cork Institute of Technology. I am currently working on my
master’s thesis that focuses on public relations in the area of museums and cultural
sector. I am interested in exploring how museums conduct public relations throughout
the the island of Ireand.
My main goal is to investigate museum PR as a subset of public relations and explore
the similarities and differences between the two. In order to fully understand this topic
I am looking to interview public relation professionals currently working in museum
PR. If you or someone in your communication department would be willing to be
interviewed it would be greatly appreciated. I have attached a PDF detailing my
research plan and general topics I would like to discuss. The interviews will be
informal and used as qualitative data for my thesis.

Thank you for your consideration!
Ciara Murray
MA Public Relations with New Media
Cork Institute of Technology

Interview Questions
1. What do you think makes PR in museums different?
2. How does social media affect your PR strategies? Could you give examples of
social media working or not working?
3. What PR strategies are most useful? Do you combine different aspects like
media relations and promotions?
4. Who do you identify as your audience? How do you reach out to them?

5.

Do you feel there are any unique ethical concerns with using public relation
for museums?

6. Does your museum have a separate strategy for dono
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PARTICIPANT CONSENT FORM

Written Consent Agreement and Signature Sheet
Study Participation
Are you interested in participating in this study? Yes/No
Consent to Use Name
There are a number of reasons for which you may prefer that your true name be used
in presentations and articles related to this research. Would you mind if I use your true
name to be used in any oral presentations or written documents resulting from this
research? Yes/No
Signature to agree to name use

_____________________

Consent to Record Interview
May 1 record this interview? Yes / No
Signature to agree to recording

Consent to Quote from Interview
I may wish to quote from this interview either in the presentations or articles resulting
from this work. (A pseudonym will be used in order to protect your identity, unless
you specifically allow me to identify you by your true name, as specified above)
Do you agree to allow me to quote from this interview? Yes / No
Consent to Follow -Up Interview(s)
I may wish to contact you in the future in order to clarify items and ask for further
information. This may also be done by phone or email. Do you agree to allow me to
contact you for the follow-up? Yes / No

Ple,ase read and initial the following statements
I understand that this research is intended for the study of a Masters in
Public Relations with New Media for Ciara Murray at Cork Institute of Technology.
_________ Subject to the conditions stated above, I understand that Ciara Murray
may keep and use my identifying information, as well as the content of the interview.
________ I understand that the use of this interview may include a published paper.
or papers, or Master’s thesis.
I approve of the use of my personal information as agreed upon with the above
conditions.
Subject to the confidentially conditions, I authorise Ciara Murray to use this interview
for the purpose of research, which may be published.

Signature

Date

Printed Name
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APPENDICE D

Interview transcripts
Dr Hugh Maguire, Director of the Hunt Museum, Limerick
Date:
Location: The Hunt Museum, The Custom House, Rutland Street, Limerick.

Interviewer: CM
Interviewee: HM

CM: What does public relations mean to you?
HM: I still like the textbook definition, that it is the interaction between organisations
and its public or stakeholders. The future of public relations is defiantly going digital.
But whether you’re online or offline it has to be about two-way communication.”
CM: How does social media affect your Public Relations strategies? Are you actively
using it or have you seen a real need for it?
HM: It’s absolutely essential! I’m not so much anti media because Tm not very good
with all this but when I arrived two years , well I suppose two and a half years ago
now, I was very keen for our website as an example which in primary to all business
these days, but to make the website more user friendly more accessible and a little
more upbeat and so on. The museum is a permanent static collection so there is a limit
to how zazy and jazzy you can make it. Exhibitions and galleries that are changing all
the time can be much more exciting, a building or a historic collection doesn’t change
very much there is a limit to what you can do to keep things zipped along. If we look
at that for a second, we can do more with a website such as exhibitions of the bone or
object of the week, but that takes a great deal of time unfortunately and staff and in
some cases money too.
But over and above that we enrolled shortly after I came here with Facebook, Twitter
and Foursquare and all the different sorts of things.Our twitter audience grows all the
time our facebook audience grows all the time. Twitter is where news happens today.
When big news breaks you can guarantee twitter will be buzing with opinions.
Remember when that US plane hit a flock of birds and crash landed into the Hudson
River? There was an onlooker who broke the news story, including the first images of
the plane crash. Some of interns which would be coming from Limerick Institute of
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technology , University of Limerick and Mary I, we’ve been well placed to benefit
from their skills. There is a whole generation, your own generation indeed, where
these tasks have beeome integrated into everyday use, and the norm for sending
around information, so we use twitter to tweet and whatever, so that is a great benefit
to us. As a result, 1 don’t know if it has directly resulted beeause we don’t track it
really, but we eertainly have a healthy footfall.
I have been the director of the Hunt Museum since December 2009.1 had previously
lectured in Art and Architecture at the University of Otago and the University of
Auckland in New Zealand where I lectured in Art & Architecture History at the
University of Auckland in New Zealand where I lectured on Renaissance and
Baroque Art. I worked most recently as Museum and Archives Officer for the
Heritage Council where I was responsible for the Delivery of Council’s policy on
Museums Standards Programme for Ireland. This important initiative, with
participants across a wide range of Irish standards of care from Irish museums and
galleries. I have a keen interest in material heritage and the use of material culture as
education and interpretational tool for understanding past cultures, so I don’t have a
direct training in social media but I have a good sense of it.

CM: What PR strategies are most useful? Do you combine different aspects like
media relations, promotions and event planning?

HM: We do, our team here is very small, we have three staff Ideally if we were
bigger, we would have a full time marketing media public relations, we don’t so it’s
all a bit on the huff. In my head I’d have ideas but then like today you saw that we
are so busy. One minute you’d be talking to a woman at the bottom of the stairs then
onto the next person , the day is never long enough . The lifts are out of order today
because we’ve problems with our electricity and we’ve problems with our phones so
we have to deal with all that sort of stuff I believe in some cases , im not trained in
PR or new media but I’ve sort of a gut feeling for certain types of communication and
I feel places like this must communicate most proactively with their immediate
audiences and in this case it would be Limerick City and Limerick County and we
would use traditional media such as the Limerick Leader , the Limerick Post, the
Limerick Chronicle and then the local radio, Limerick 95fm and I’ve also built up
very good working relations on a personal level with RTE Lyric Fm and I think there
is a lot to be said about making personal contacts and maintaining those personal
contacts with key players in the media locally and my view would be that in doing
good work here and by having it picked up by local media reputation spreads. There
would be a tendency in a place like this to keep pushing the Dublin media and to put
adds in the Dublin papers and magazines in the hope that people would come down
from Dublin . But if they don’t come in from Raheen, Doordoyle and Saint Marys
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Park why would I expect them to come down from Dublin. Of course the cost for ads,
traditional ads in Dublin media is huge and we don’t have that sort of money. We
have a strategy at the moment and its very much about communicating with local
players. We also do mail shots, extensive mail shots especially to schools about our
activities and to hotels .We do quarterly events cards which they hadn’t been doing
before 1 came here, getting what’s on out to the community. That’s a sort of a
traditional thing and in a funny way, maybe I’m not scientific about it but I do
perceive that people still pick up bits of paper and read them on the bus going home
when it’s not invasive of your time, even the age groups that use twitter and facebook.
People would still pick up a flyer and read it later on. Traditional things like that still
have a role to play I think, so we’re still trying to use traditional media but also use
technology where possible. It’s part of constantly getting the message out there, we’re
open for business, even something as very basic as the sign on the gate. There was no
sign on the gate when I arrived at the Hunt at all. Now we have a sign, like a sign is
important tool too for letting people know what’s on in the area.

CM: Yes, of course people have to be able to find the place. Do you feel there are
unique ethical concerns for museums public relations? An example would be
corporate donations.

HM: I wish we had corporate donations. There would be on a personal level, the
issues. We have so little corporate support that it’s not an issue but if we did it would
be an issue and I’m aware of that. Yes that is an issue. Not related to museums, I was
at a lunch the other day with friends and it came up about how inappropriate it was
for McDonnels and Coca-Cola to sponsor the Olympics, ya know. I personally think
it’s terrible , their pushing fitness and healthy living and all this kind of stuff I want
at the Olympics but i was at the Olympic park and the station and everywhere was
plastered with mcdonnels images and Coca-Cola logos and i personally think thats
terrible.But then when you get into sponcership everything is going to be problem. If
it wasn’t Coca-Cola then who? They don’t allow smoking companies to sponcer and
if we allow tesco then people will be giving out about that aswell.If it was something
like the banks then people will be saying is all crucked and corrupt. Eveything
sponcered is potentally problematic . Sainsbury's trust sponsors the Opera house,
where do you draw the line?It is a difficult one.On one level I can say fortunately we
don’t have that problem , but deep down its unfortunate because we don’t have
enough corporate support. It’s an area I would certainly like to be worrying about but
i don’t even have to be worrying about it which is a bigger worry.But certainly in
terms of marketing there would be an issue.Then there would be an issue do you put
advertisements in religious magazines or do u put advertisements in anti religious
magazines and then it comes up with other ethical questions. Like a lot of my art here
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is Cliristian art, you know, what do you do? Do you put something in a church
magazine? Where do you market the museum, it’s an ongoing problem.

CM: Do you mind me asking , approximately what is the footfall at the Hunt museum
a year?
HM: For the month of May we had about 10,000 and in June July and August we had
about 11,000 per month.There footfall and there coming not necessarily to the
historical collection, say in a month where 11,000 came through the door maybe only
3,000 go around the historical bit of work, while the others are going to the
exhibitions down stairs. Others are then going to lectures and talks or coming into the
garden or different things. That’s healthy for an Irish small museum.
CM: The location of the Hunt Museum is great, being city centre.
HM: It is and it isn’t. It is on one level because we are well location but it isn’t
because there is nowhere to park and all the surrounding streets Patricks street etc are
bored up. You can be well located but not necessarily convenient. Like the
monument on O’Connell street in Dublin , its in the perfect location, it’s wonderful on
the main street in Dublin, but yet people never see it because there rushing past, so its
nearly too perfectly located. We’re in a great location but our surrounding area is
pretty derelict, so that’s a problem too. But we’ll overcome that, we’ll keep going.
CM: Is there a separate strategy for donors? Do you consider them a part of your
audience?
The Hunt museum has a friends organisation which is our only strategy at the moment
and there is no strategy at the moment for donors. But the idea of increasing our
corporate giving and providing donors is in the pipeline .
What do you think makes Public Relations in museums different? Do you feel you
have to came at it from a different direction?
Yes, sometimes you have a static collection and its very hard to keep reanimating it,
you know making it relevant all the time and because its difficult in making it relevant
it becomes difficult to promoting it then is an ongoing challenge. People’s cultural
values change from time to time.
We have a tiny winey budget for marketing but an advertisement gobbles it up.A
advert in the Caira magazine with the airlines is worth about 6,500 euro.A tiny-tiny
advertisement in phoenix magazine would cost about SOOeuro.It’s all big bucks.We
deal with Glance Promotions, the stand you see with the flyers down stairs, thats
about 2,000 euro a year just to get leaflets distributed with Glance. Big Bucks. We get
some ads in the Limerick Leader which is about 800 euro. We did an advert with the
Irish Arts Review which was about a 1000 euro. Its big big bucks and we don’t have

that sort of budget. We’re relying on grants. One thing that is good for museums is
that social media is free to use.It’s free to use but its hugely time consuming and if
you don’t have a staff member then where is that time to come from. If you don’t do it
right it could hurt you more than help you. If the information up online is out of date
or if the person doing it writes something inappropriate. Nothing is for free. I find it
even myself with Facebook, its so bloody time consuming . Then we do blogs and
YouTube , we’re open to al of those things
How many volunteers and docents are working at the Hunt Museum?
A huge number, we have about 60-70 docents and we have about 10 summer interns
at the moment, so we cant complain. The Hunt Museum's Docent programme is
unique in Ireland and our friendly and enthusiastic team of more than sixty volunteers
is a key part of The Hunt's welcome.
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Intewicw Transcripts

Brian Walsh, Museum Curator at County Museum Dundalk
Date:
Location: Carroll Centre, Roden Place, Jocelyn Street, Dundalk, Co. Louth.
Interviewer: CM
Interviewee: BW
CM: How does social media affect your PR strategies? Are you actively using it or
have you not seen a real need for it?
BW: Yes, we’re actively using it. We’re on Facebook, Twitter, Flicker, Foursquare
and YouTube. Weather its actually doing what 1 want it to do I’m not a hundred and
ten percent certain at this moment in time. There are a variety of reasons for that
because we have only so many followers because we only have 200 followers on
twitter, about 150 friends on Facebook, Flicker is on and off and YouTube is update
when an exhibition opens, basically we cover the opening of it and that kinda thing so
that can really quickly reach its sell buy date. It has the opening of four or five
exhibitions and a few talking heads, that type of thing. At least it’s there if you know
what I mean. One of the problems that I have, well it’s more of a challenge, is that
I’m the person that does Flicker and all of those. It’s like everything else, if I’m doing
that it means I’m not doing something else I should be following up on. The first
thing, it’s very time consuming, the second is what are we try to actually put up, for
example on twitter. Its run as the County Museum Dundalk so there for in part and
parcel of Dundalk town council and local authorities, we’ve got a particular angle on
certain things that we might have to take .These are interesting stories and heritage or
history or archaeology or that type of thing that’s pertinent to Louth or Dundalk along
those lines. Sometimes those stories don’t exactly , well there not there every day, if
you know what I mean . From time to time you might have Fintin o’tools column on a
Saturday, like Ireland a hundred objects and some would only interest a few people
because there not particularly relevant. I try to make it relevant to the museum, so
sometimes it is and sometimes it isn’t but if it’s interesting I’d re tweet it or whatever.
Or I’d put up information related to an exhibition, just a quick comment or that type
of thing, we’d also do a press release and put information up on Facebook . Flicker is
very good from the point of view of, if we have an item that’s being conserved or in
the process of conserving that we can put it up, before and after type of effort .One of
the things we did try, we had this presentation of a trophy or the arrival of a trophy to
a building but we didn’t know A the building or B the trophy or anything else, it was
just part and parcel of a collection of photographs we had , so it was a case of, can
anybody identify anything in this photo, we got zero responses. So it was a case of, ok
right, this is a mismatch to what we are doing and who we are communicating with.
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The idea is right but we just don’t have enough friends or followers to get the word
out there. Its not called the “Wee County” for no reason. Your only talking about a
hundred and thirty thousand people in the county. The actual fundamental is right but
we need to reach more people. Which is what social media is mean to take care of
what we’re doing is right but maybe our direct audience isn’t on those media just yet.
CM: Who would your direct audience be?
BW: That’s a good question, it should be people of a particular age or background and
that type of things. There are a variety of different audience, you’re talking about
schools defiantly but your also talking about students maybe third level students and
people with a passion for history and local history. One of the faults of the museum
and the actual physical building is that it gives off the impression that you need to be
hyper intelligent to come in to actually really enjoy the building and the exhibition
.Our ground floor exhibition is industry. It the story of peoples parents and
grandparents and great-grandparents when they were working in the engineering
works, when they were working on the railway, working on the farms, that type of
thing. So its literally the story of our ancestors, it’s as simple as that. The beauty of it
is, if it’s not behind glass then you can touch it, you might be able to even lift it, some
of the pieces might be very big and if you want to put you back out then that’s your
own risk and that type of thing. It’s a case that invariably if you get people in, it’s like
wow 1 didn’t realise it was as good as it is. We’re trying to do two things, we want
people to feel at home with history and that type of thing. I think museums have done
an excellent job of playing the snob game, almost that you feel you have to be from a
particular class or a particular educational background to actually enjoy going into a
museum and it just sort of rankles with me. So it’s something that we’ve tried to do
and we’ve possibly tried to play every trick in the book and that why we try to do
what we’re doing in a particular way.If you get an idea of a feel for history, you might
not necessarily understand or agree with what we’re saying but if you get the vibe you
can get into it that way. Like we all have reservations about certain parts of our
history and that type of thing. There are certain parts of history and archaeology that
just makes me what to fall asleep. But sort of uncomfortable with all of that but if you
go into it, there is bound to be something you’ll enjoy or even a photo of a parent or
grandparent or something that will make you laugh or an emotional reaction.
CM: Have you been working there long?
BW: Tweleve years, I think coming from a n educational background as an
educational officer it gives me an idea that you can reinterpret the past or issues in the
past in a new and different way that not just sort of heres the case, its not import
because its in a case and its alarmed and the spot light is on it, so therefore it has to be
important so we don’t have to explain ourselves to you. We can play around with it,
we can use it as a prop and that type of thing. So that’s the rational for presenting the
past and making the use of PR or designing an exhibition in a particular way , that it
means this is a book that has to be read in a particular way but instead you can skim
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threw it, read it from left to right or right to left, last chapter first. That type of thing
and the interpretation is up to you. Well that’s the idea anyway. It probably shows the
philosophy we have, eight or nine years ago this man came to us. His grandparents
had some objects from the middle east when they visited in the 1920’s which were
gathering dust at home and wanted to give them to somewhere appropriate so he
wanted to give the objects to us on permanent loan but the condition is they have to
be on display. There was about 30 or 40 objects ranging from vases to jewellery.
Magnificent stuff. His daughter wore one of the necklaces that was over a 1500 years
old to her debs. Which give it that extra spin. We’re talking about objects that are BC
or there abouts for the vast majority of the items.1 thought to myself, we don’t have
the space for them but it was too good an opportunity to pass up on. But basically
what we did, was we realised the top floor gallery deals with the time up to the arrival
of Christ and it goes on from Christianity to 1999 or whatever on the second floor.
What are we going to do?I tell you what well clear a bit of space and we have a time
line and the time line changes colour so we can use the same colour, it goes from a
pink to red to green and blue and red, as the timeline changes then the colour changes.
We could use the same red so people would know the objects were around that time
so we could do a direct compare and contrast between Ireland and the Middle East.
One of the Vases had beautiful concentric circles underneath on its base, to show this
off we positioned a mirror under it so people view it, which was very cost affective.Its
the small touches, if you do everything right its the final 1% thats the cherry on the
cake, the icing, the attention to detail, which is something you’d say to your friends.
Social Media can facilitate that, and the press realise and PR and all that, as long as
you ensure you incorporate all that. Yes we’re dealing with big ideas but you can
highlight big ideas in something very small and very poignant, the whole story is
there in your hand in a particular item and that the angle we’ve been trying to achieve
for the last number of years.
CM: It sounds like a lot of work, is there many staff?
BW: We used to have twelve staff but at the moment the is ten staff, four full timers,
one clerical person and a part time and five invigilators who work either nineteen
hours in the week or six hours depending on person to person, and that gives to cover
for all of the galleries through the week.
CM: Would you have many volunteers?
BW: No volunteers. It has been sort of hit or miss over the years. We did have one
person recently working on a few projects but it was more work experience really and
his wife had worked there before so he was well known to us before that. Volunteers
are one of these Irish solutions to an Irish problem , volunteers take an awful lot of
organisation and management and that type of thing, it’s more hassle then what it’s
worth. We don’t need the distraction of volunteers, you would spend a lot of time
training them in and then they would be gone a few weeks later or just not turn up,
which is no good to us. It’s a hassle we can ill afford and a distraction we don’t need.
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The world is full of well meaning armatures, there are some excellent amiatures and
poor professionals, and how do you distil one from the other. The best thing is trying
not to mix it. If you have a situation where you have a lot of volunteers you could end
up putting pressure on the people their working with, “oh I can do that, oh 1 can do
that” and you don’t want the people who are getting paid fearful of losing their job
and that type of thing .Or what’s worse , after we’re done with austerity and that type
of thing, when we’re asked how we got that job done, “ah we had a few volunteers”
then the response will be “ sure you can keep them doing that so”. You defeat the
purpose of your own arguments. You’ll get the job done but how much of an own
goal is it at the end of the day. Don’t go there, so when the tide starts coming in again
1 can say “these are the jobs I want done and 1 want somebody for them”, well thats
the theory anyway.
CM: What PR strategies are most useful? Do you combine different aspects like
media relations, promotions and event planning?
BW: Yeah, all of the above. In the last year, we’ve had an exhibition on Carrigconur
which is a local brewery , we had an exhibition on a local musician and composer,
one on the Vikings landing which was a big exhibition and the current one is on the
Olympics .They ranged from six small exhibitions but still the text had to be written,
arrangements had to be done in the same format and branding and that type of thing,
dealing with a variety of different problems and that type of thing that comes up on a
project by project type bases. That’s 4 projects in 1 Smooths or there about. The
exhibition on the Olympics was approximately 60 panels probably about 45 text
panels, 10,000 words or there about and photographs, these are all temporary. These
are possibly bigger then some of our permanent exhibitions so there is an awful lot of
planning to go into them. One of the good things about having the council involved is
they would have resources that you wouldn’t necessary have. We have a PR company
involved called Bance Nolan, so I told them what I was looking to do and we
managed to get into the Irish Examiner and the Irish Independent .Fintin O’Tool
would also have made reference to our exhibitions and talks, which publicises it. We
also use QR codes to give people more information.In relation to the Viking
exhibition we contacted Talking History on Newstalk FM, we told them about the
exhibition and conference coming up and asked for a plug for it, Susan Cahill was the
producer for it and said perfect its five minutes less I have to plan, so i got an
interview with Patrick Gagnon on Talking History and we also took out an advert. We
did a creative advert based on a poem, which was ran for the initial six weeks of the
exhibitions lifetime and I heard back from one guy, “ I’ve no interest in Vikings but I
head the advert on the radio and I’m of a mind to go up. “ It was played during
Talking History so it was reaehing the people who needed to hear it.We had the
conference opening the same weekend as the exhibition, we had a few press releases
in the local newspapers just to say as a follow up, so for the first two weeks there is
blanket coverage so people will know it’s actually there. Whether people come to it or
not, you can bring a horse to water but you can’t make it drink. Again, you but it up
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on twitter for more coverage of the exhibition and that type of thing. We had a # tag
for it too, #vickingconf, where we had a lively debate that was trending. Ok i’ve got
two hundred followers on twitter, maybe a hundred of those are actually interested in
those, happy days, if Vikings don’t interest them then maybe something else will. But
thats the beauty with our exhibitions, today we could be talking about Vikings
tomorrow we could be talking about the use of technologies in a museum or heritage
context. We can be all things to all people. We went completely different then, from
a Viking exhibition to an Olympic exhibition. We put a notice in the newspapers
letting people know what we were planning for 9 months time, we tried to highlight it
in national newspapers but they didn’t take it up because it was very specific to
County Museum Dundalk and not national enough. But one guy came into us with
some items that we might be interested in for the exhibition and as a passing comment
“oh you know of course that Hitler was interested in Irish Hammer throwers, so much
so that he sent over Leni Riefenstahl, the director and film maker to spy on the Irish
hammer throwers. 1 thought to myself, “That’s the angle we need.” 1 spoke to the
person in the PR Company and gave her all the information. People love world war
two and this was slightly different. Elaine Keogh wrote up an article for us.
Photographer came into us to take a few photos, we were closing up for Christmas.
We knew the story would be printed sometime over the Christmas period. We got a
phone call new years day, listen this is going to go out on Monday we just want to
confinn the details. Irish Times, Irish Daily Mail, Irish Examiner, Irish Independent,
Joe.ie picked up on it. Morning Ireland rang me to do a quite discussion on it. BBC
morning Ireland rang me and Radio Derry .Tom Dunnes’ morning programme rang
me and did a feature on it on the Tuesday. I spent most of the day that I arrived back
after Christmas doing interviews about it, the phone was just hopping. Then TV3
rang, wanting to cover it on The Morning show with Martin and Sybil.We also got the
local radio stations too with Dundalk FM.It just took on a life of its own. It was also
on the Daily Star , where there was a photograph of me and Hitler .It was also picked
up on the largest selling English magazine in Germany and i did a quick interview
with them. The girl who was writing it was from Donegal .It opened a few doors to us
and got us access to people with more information about Irish Olympics. We also got
a two page review with History Ireland. You couldn’t buy that sort of publicity. We’re
serious about what we do but we want to present it in a way that makes it more
interesting and relevant to people. You’re talking about history, you’re also talking
about popular culture, you’re talking about Irish identity which to me is as important
as anything that we do in the museum and that. We got a great write up on the RTE
website and we had 1956 Olympic gold medal winner Ronnie Delany to open the
exhibit
CM: Have you got a public relations department?
BW: No, it’s really just me talking to the person in the PR that the council generally
employees from time to time, on a persistence bases. I’m making very good use of her
time. It’s a woman called Anne-Maire Eaton, whose head office is in Dundalk. From
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a councillor or local authority perspective we can very' much argue these are soft
focus , these are good news stories coming out. It’s part of the services that the public
sector provide and that the local authority provides but interestingly people hear
museums and they don’t hear local authority. They don’t necessarily come in with the
same preconditions or preconceptions and we can make use of this. The type of
expertise and the links and the networks that she would have available to her; I
wouldn’t have access to it by myself.
CM: Do you feel there are unique ethical concerns by using Pr for museums?
BW: 1 don’t know. You have to look at it from the council’s perspective and that type
of thing. Is there an issue with a particular item coming in? We’re not getting that
many controversial items or deal with that many controversial organisations or
anything like that. If there was, or if we were getting an item it and we’ve gone ahead
with the PR bit then at that point we’ve decided that everything is ok and there isn’t a
potential of blowback or anything like that. When someone is coming in with a
particular item you already know how you’re going to deal with it. If it has the
potential of being controversial you know it well in advance. One of the things we’re
involved with at the moment is an organisation or project called Aftermath .This will
evolve recording old testimonies by victims of the troubles, particularly in county
Louth. That is potential awkward and that type of thing. The initial for that is coming
from the county council under peace and reconciliation. So if there is a criticism from
someone, well it was the council who gave the money. I’m of the opinion that you
don’t hide the troubles or the pain of the troubles or anything like that. There are some
very valid questions that need to be asked. Whether the people say something
controversial in it, I believe it will be self-censored. But it’s going to be more about
the troubles affected me and that type of thing. It’s not going to be so and so did this
and so and so did that, we’re not looking for that sort of thing. We’re looking at the
impact on personal bases on how the troubles affected the individuals. We have to
catch these stories because their too important to lose. History isn’t controversial its
peoples reaction to it. That will be press released sometime in September or October
and a presentation made to councils and that type of thing. There will also be an
impact of the troubles in a broader term which will highlight questions in relation to
the planning and development of Dundalk as a town.

CM: How did you get involved in doing the podcasts?
BW: It was just one of these things, the potential of internet radio. Again it’s about
trying to make the collection accessible, we believe that internet radio is the future
and that this is a great way of making history interesting and relevant to a new
generation. We are trying to create an atmosphere of a fireside conversation making it
a fun and enjoyable experience for all our guests and, of course, our listeners It you
get a group of people, it’s almost Upstairs Downstairs to a degree, the old soap opera
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very popular in the 70’s and the 80’s. You had a family, well off and London based
and the big house and then you had butler and the scullery maid and that type of thing.
You could gravitate 1910 London so you’re talking about the rise of the suffragettes
the cusp of World War One and that type of thing. You would literally go from what
was happening in the drawing room and the sort of big male female divide and
women’s place in the home to the men doing the work and politics and that type of
thing and their personal lives .Then there would be something similar down stairs. It
started again on BBC last year as the antidote to Down Town Abby. We kind of
adopted that type of role, that if you’re talking about educational work, or working on
factories that you have a manager or someone working on the shop floor. How
changes in global fades and global fashions , even something as simple as shoe
making or cigarette manufacturing , how it is becoming more and more cost effective
to produce cigarettes in Asia that’s obviously going to have an effect locally, so
therefore a decision had to be made by management about how it would affect people
on the floor. There would typically be that male female divide , men in the board
rooms and women on the shop floor, something like the marriage bar. One of the
areas we have in the gallery is like a living room so it would be snug, so people would
be a little less guarded about what they would say. A debate and an argument makes
better radio, you hear what he said type thing. So if you do it for the internet and then
have it as a podcast therefore if you missed it you can catch up on it. But then we
thought what would be really interesting then , if we can present it to schools, go onto
the internet listen to it and have a discussion about it, so we could do sport, shoes or
cigarettes etc. That’s interesting, but there is a place called Dundalk Maryland, so we
thought of the possibility of twinning with the town properly. So we can being the
culture and history of a town called Dundalk into a place called Dundalk Maryland in
Baltimore. So we started to plan it by comparing Dundalk and Dundalk on the
industrial bases where have had similar histories on an industrial bases and the closure
of the big firms because it was simpler to produce metal and steal in Korea and that.
There is a 5 hour time difference, so if we do the broadcast from half one to half two
here in Ireland that’s half eight to half nine in America, so we worked it from there. It
worked well, it was different, it was news worthy. It was again trying to use the
collection and local studies and the past. Live radio does go down so you must have a
plan B. Even in human interaction things go wrong but its how you deal with it that
counts. But there was an element of cultural exchange, it’s something I’d like to go
back to and do again.Last time there was about forty thousand downloads and you
could actually trace where the people were listening. They were listening in England
in Cambridge, they were listening in Ireland in Dundalk and Galway , in California ,
Santiago, Argentina and all about the world. It was a simple idea and it didn’t cost an
awful lot of money. Its history made relevant.
CM: What do you think makes PR in museums different?
BW: It can push a story very easily, there is an element of soft focus, and you can
talk in around the issue. You can make it more human like, one persons experience
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was dot dot dot. It’s the brush strokes that you can talk to people in and it can be ver>'
immediate. You can use the structure that’s already there newspapers, the internet,
social media , television and that type of thing that help you can talk to people about
a variety of thing in a language that people understand .They know the grammar of
television. They are also able to communicate back threw the social media creating a
dialog. You can set up an exhibition so it is visual and talks to people in a language
that they know. Even something like our archaeological exhibition that we did, it was
tongue in cheek A.S.I. archaeology scene investigations instead of C.S.I crime scene
investigations. We got an award for the website on it. Talk about archaeology people
fall asleep so we wanted to make it more exciting. Crime scene investigators actually
do use archaeologists from time to time and the principles are the exact same. It’s a
case of talking to people in a language they understand. ASI was big bold and
beautiful, if you’re going to do it, do it with style. It’s almost learning by accident. I’d
bring the kids because they will enjoy it or better yet. I’ll bring the kids because it’s
an excuse to sec it again. There is an expectation of quality, the quality of the
interpretation we have in the museum is of a high standard. In my perspective the
medium is as important as the message but don’t be high and mighty over some
mediums, show me the figures. You can afford to be a small bit imaginative about
how you’re going to present the past. People expect certain things, but give them
something they don’t expect too. Now we’re looking at QR codes, the Viking
exhibition we had a computer game , this exhibition we have interviews that we did
and we have five television screens and sixty panels ,we have used apps on an iphone and that type of thing which is a way of presenting the past that you can fit into
your back pocket. It can be on the web or it can be on the phone or it can be on a
book, whatever you want it. When you leave the museum you can take it with you.
The booklet we did got sent out to the local schools with an activity sheet and we held
a competition with the prise of a laptop. But when you dealing with national schools
sometimes it works for you and sometimes it doesn’t. Schools can be great but you
need to know the right teacher. From our temporary exhibitions we make sure they
are at a high standard, with the Olympic exhibition there was an explosion of colour,
your sense are almost assaulted so you would do a double take. It’s the details in the
photographs as well, that you would call someone over to point it out. It’s that l%that
pushes an exhibition over the top, that you raise the bar yourself It has to be
interesting for you to complete the job.
CM: To the best of your knowledge has your organisation conducted or measured
focusing on information employees communicated via social media?
BW: I keep an eye on what somebody has tweeted or retweeted that sort of thing. I
still haven’t figured out how you respond to them. I’m probably the worst in the
world. One person asked a question on Facebook about taking on volunteers and
would there be a position for her as a volunteer. I’m not certain I can answer that by
Facebook. If she had rang me, I would have said it to her but it wasn’t the appropriate
forum to ask that particular question I thought so basically it was left unanswered ,
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because I’m still not certain how you reply on that type of thing. Yeah I do, but it’s
like everything else I suppose the criteria is if something is retweeted five times is that
good, how do I judge what a good response is, I still don’t know. I can compare with
other museums, oh they have a huge amount of friends yeah but is there social clash
with that. But saying that the Mercedes Benz museum in Munich is a follower of ours,
it’s that type of thing. I think tweeting is brilliant, I really do, it happens as the event
is happening. Facebook is better for interpersonal I think it does have its benefits as
well. Website is good but 1 remember reading that the web is dead, apps is where it’s
at and I’m trying to go along with that. There is a bit of a delay on what happens in
America before it happens here, so I’m keeping an eye on what’s happening over
there. We were on foursquare two years ago and it still hasn’t caught on here. I
remember talking about foursquare with our company who does our web design and
that sort of thing and they hadn’t heard of it. Which I was rather proud of to be
perfectly honest .It still hasn’t taken off in Ireland, so we’re a head of the curve.
CM: Is there a separate strategy for donors?
BW: Our relationships with our donors arc fairly good, I think. The problem with
donors typically are whether or not a donor, well sometimes they want a thing that
was donated back. They don’t actually get that when you sign away your ownership
your actually signing away the ownership. We’ve had instances where people
literarily have broken down crying in front of me , tears crying all of that, wailing and
it gets very awkward. So the best thing we can do is to stress to them beforehand,
when you give it you give it and that’s it. But people come in and say, listen so and so
died and we’re splitting up the collection but then I have to turn around and tell them
that he has given it to us and that type of thing. Sometimes it’s not worth the hassle
and the grief So no loans and we try not to do permanent loans but sometimes there
are the exceptions to the rule, but if you’re giving us something then it’s for good and
that’s the beginning and the end of it. If you have any thoughts of reservations that
you’re not going to do that, then really 1 don’t want it because 1 don’t want the hassle
of it and the embarrassment later on down the road. You’re the worst in the world if
you say no and the big bad Meany. It means nobody gets embarrassed.
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APPENDICE E

Results from the survey will be presented on a question -by question basis.
Realisation Rate
The fieldwork was conducted in Ireland in the format of a survey by the researcher
from June to August 2012. E-mail as a data collection instrument did prove to be
limiting to the study. The organisations targeted did not initially respond to the e-mail
survey. The researcher subsequently contacted the Irish Museum Association (IMA)
and enquired whether they were willing to highlight the survey of their website. The
IMA agreed to highlight the survey and posted it up on the www.irishmuseums.org
website on Wednesday, IS^*’ of August 2012.This website is aimed at the audience
which the researchers survey is also targeted. Finally, after the e-mails and reminder
e-mails a total of 26 people responded, total finished surveys were 25 (96.2%),
The sample is relatively small and scientific representativeness cannot be claimed, the
results should therefore be interpreted accordingly.
Validity of the Results
As the research design for this study is of an exploratory nature, the survey was
designed from the literature and tested on a range of museums with a low sample
realisation rate. Based on this the validity and reliability cannot be proven statistically,
but the validity can be evaluated based on the face value of the survey. Validity is the
extent to which differences in observed scale scores reflect true differences among
objects on the characteristics being measured, rather than systematic or random errors
(Malhotra, 1996: 240).
The content validity approach was used by the researcher to measure the validity of
the results obtained during this study by determining whether questions in the
measurement instrument used, measured the characteristic it was supposed to
measure. The survey was validated in the pre-testing phase . The content of the
measures in the survey originated from information lacking in the literature review
and was regarded to be sufficient to address the objectives of this study.
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Results of the survey on a question-by question basis

The purpose of question 1, respondents by gender was to serve to find out what the
percentage of males and females decided to participate in the survey. Out of the
whole sample of respondents, there were 12 females and 13 males.
Table 1: Respondents by gender
The information in Chart 1 reflects gender balance in the sample, in that there is very
little difference between the female and male representation within the group of
respondents. This result was not a deliberate one but does work in favour of this
research by providing responses from a more balanced group of respondents.

Chart 1: Gender
1. Gender

Create Chart

Download

Response

Response

Percent

Count

Female

48.0%

12

Male

52.0%

13

answered question

25

skipped question

2. Respondents’ Age groups
The research survey were to be distributed to respondents falling in the following 6
different age groups: (i) 18- 25 years of age: 3:25, (ii) 26-35 years of age: 2:25, (iii)
36- 45 years of age: 10:25, (iv) 46-55 years of age: 4:25 ,(v)56-65 years of age: 4:25,
and (vi) above 66 years of age: 2:25. Chart 2 summarizes this information clearly.
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Chart 2: Respondents ’ Age groups
Create Chart ^ Download

2 Age

Response

Response

Percent

Count

18-25

12.0%

3

26-35

8.0%

2

36-45

40.0%

10

46-55

16.0%

4

56-65

16.0%

4

8.0%

2

answered question

25

66+

skipped question

Chart 2 reveals that the overwhelming majority of respondents come from the middle
age category. Of these, 10 respondents are aged between 36- 45 years of age, and 4 of
the respondents are aged between 46-55. What the results reveal is that the data in
this study comes from a more experienced age group of respondents that can lead a
hand with more mature responses.

3.Respondents’ Position within the Organisation.
Among the respondents, 4/25 were Curators, 5/26 were Marketing , 3/25 were
Managers, 2/25 were PR, 2/25 were Press office, 1/25 were Head of Exhibitions, 1/25
were Head of Collections . 1/25 were Education and Outreach Officer, 1/25 were
Director, 1/25 were Volunteer guide, 1/25 were Art Assistant, 1/25 visitor service,
1/25 were a Chairman. This information is presented in Chart ibelow.
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Chart 3: Respondents’ positions within the organisation
'f Download

3. Position within the organisation (please specify)

Response
Count

Show Responses

25

answered question

25

skipped question

From Chart 3, it can seen that the majority of respondents would carry out public
relations tasks within their organisation.
4. Respondents involvement in top management decision making.
Among the respondents, 11/25 are involved in top management decision making
every day, 10/25 are involved in top management decision making only when there is
an issue which needs their attention, 3/25 are involved in top management decision
making rarely, 1/25 are involved in top management decision making not at all.

4. To what extent are you involved in top managenient decision making?

^ Create Chart

4* Download

Response

Response

Percent

Count

Everyday.

mmmmm

44.0S

11

Only when there is an issue which needs their
attention.

—

40.0%

10

Rarely.

■■

12.0%

3

Not at all.

■

4.0%

1

0.0%

0

Other (please specify)

Chart 4 : Respondents involved in top management making decisions.
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5: Respondents eonfirmation on whether the organisation they serve have a
publie relations department.
Among the respondents, (i) 14/25 said Yes,(ii) 10/25 said No,(iii) 1/26 said Unsure.
This data collected shows that even thought a high number of respondents said yes
there is also a very high amount that said no. This does not necessarily mean that the
organisations that No has been answered does not carry out public relations, this has
been highlight in the answers for question 6.
5 Does the organisation you serve have a public relations department?

^ Create Chart ^ Download

Response

Response

Percent

Count

Yes

56.0S

14

No

40.0%

10

4.0%

1

answered questk>n

25

Unsure

skipped question

Chart 5: Respondents confirmation on whether the institution served has a PR
department
6: Respondents view on how Public Relations activities are defined within the
organisation they serve.
The total number of respondents who answered the question on how public relation
activities are defined within the organisation they serve was 25. Among the
respondents, 7/25 said public relations within the organisation is defined as the
communications department, 3/25 said public relations is defined as corporate affairs
department, 10/25 said public relations department. 5/25 said corporate
communications department. 10/25 said Other. The ‘Other’ category of responses
were, “no PR Dept, Corporate Services deal with Council PR, I do my own”, “as the
curator 1 deal with this”, “Press Office”, “Marketing Department” , “Marketing and
PR Officer”, “Marketing”, “Marketing Departmenf’, “Press Office”, “ It also covers
all other marketing activities”, “Public Relations Officer”.
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Based on what has been said previously under Chart 5and compared to Chart 6, these
respondents are talking about similar activities which go under different appellations
depending on the term selected, approved or agreed upon by the organisation.
Chart 6: PR activities within you organisation is defined as:
6. For the purpose of this research, public relations activities within the
organisation you server are defined as

Create Chart

^ Download

Response

Response

Percent

Count

Communicatk>n department

28.0%

7

Corporate affairs department

12.0%

3

Public relations department

40.0S

10

Corporate communications department

20.0%

5

40.0%

10

other (please specify)

Show Respcmses

7. Respondents confirmation on approximately how many people physically visit
the cultural institution a year.

Among the respondents,(i) 8/25 said below 50,000 people, (ii)l/25 said 50,000100,000 people, (iii) 1/25 said 100,000-150,000 people, (iv) 5/25 said 150,000200,000 people, (v) 1/25 said 200,000-250,000 people, (Vi) 1/25 said 250,000300,000 people, (vii) 1/25 said 350,000 - 400,000 people, (viii) 0/25 said 400,000500,000 people, (ix)0/25 said 500,000- 600,000 people, (x) 4/25 said 600,000700,000 people, (xi) 3/25 said 800,000 or above people.
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Chart 7: Number of footfall in respondents ’ museum:

7. For the purpose of this research, please indicate approximately how many
people physically visit your cultural institution a year?

Create Chart

^ Download

Response

Response

Percent

Count

below 50,000

32.0S

8

50,000-100,000

4.0%

1

100,000 -150,000

4.0%

1

150,000 - 200,000

20.0%

5

200,000 - 250,000

4.0%

1

250,000 - 300,000

4.0%

1

350,000 - 400,000

4.0%

1

400,000 - 500,000

0 0%

0

500,000 - 600,000

0.0%

0

600,000 - 700,000

16.0%

4

800,000 ♦

12.0%

3

8. The level of the organisation at which the public relations department is
situated.
The total number of respondents who answered this question is 24/25. One respondent
skipped the question. To the Question on the level of the organisation at which the
public relations department is situated the responses were, (i) 5/24 said top
management level,(ii) 10/24 said middle management level, (iii) 7/24 said operational
management level, (iv) 3/24 said Other. The ‘Other’ category of responses were,
“committee members,” “voluntary organisation, Pr is Committee Member”, “there is
no PR department”. This information is well illustrated in table 8 below
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Chart 8: Level of which PR department is situated in organisation:

8 At which level of your organisation is the public relations department situated'?

Create Chari

^ Download

Response

Response

Percent

Count

Top management level

20.8%

5

Middle managerrrent level

41.7%

10

Operational management level

29.2%

7

Other (please specify)
Show Responses

8.3%

The information collected shows the majority of respondents who took part in this
survey agree that public relations department at the organisation which they work is
located at middle management level.
9. What does the strategic role of public relations practitioners means to the
respondents.
Among respondents, (i) 15/25 said being the go-between, interpreter or
communication like between management and stake holders.(ii) 5/25 said being the
authority on both corporate communication and problem solution in an organisation,
(iii) 5/25 said being able to monitor relevant environmental development and
anticipate their consequences for policies.(iv) 11/26 said being part of the strategy
formulated team that adapts the organisation to the future.(v) 10/26 said being the one
who helps others in the organisation to solve their corporate communication
problems.(vi) 13/25 said being able to carry out low-level mechanics of
communication products that implements decisions made by others.(vii) 2/25 said
Other. The ‘Other’ category of responses was, “All of the abover”, “simply
publicising the museum”.
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Chart 9: Strategic role ofpublic relations practitioner:

9, What does the strategic role of public relations practitioners mean to you?

Create Chart

^ Download

Response

Response

Percent

Count

Being the go-between, interpreter or
communication link between management &
stake holders?

60.0%

Being the authority on both corporate
communication & problem solution in an
organisation?

20.0%

Being able to monitor relevant environmental
development & anticipate their consequences
for policies?

20.0%

Being part of the strategy formulation team
that adapts the organisation to the future?

44.0%

11

Being the one who helps others in the
organisation to solve their corporate
communication problems?

40.0%

10

Being able to carry out the low-level mechanics
of communication products that implements
decisions made by others?

52.0%

13

Other (please specify)
Show Responses

15

8.0%

10.Respondents opinion of public relations in their organisation.
Respondents were given 8 short statements about the role of public relations in their
organisation, they were then asked to give their opinion about how relevant the
statement was to them. They were given four choices, Strongly Agree, Agree,
Disagree and Strongly Disagree.
(a)Public perception of public relations as spin doctoring negative impacts my ability
to promote the corporate image of my organisation. 3/25 said strongly agree, 6/25 said
agree, 15/25 said disagree and 1/25 said strongly disagree.
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(b) Top management's perception of public relations impacts my ability to promote
the corporate image of my organisation. 2/25 said strongly agree, 11/25 said agree,
9/25 said disagree, 2/25 said strongly disagrees.
(c) The structure of the organisation impacts my ability to promote the corporate
image of my organisation. 6/25 said strongly agrees. 13/25 said agree, 6/25 said
disagree, 0/25 said strongly disagree.
(d) The size of the organisation impacts my ability to promote the corporate image of
my organisation.6/25 said strongly agrees, 11/25 said agree, 7/25 said disagree, 1/25
said strongly disagree.
(e) The level where public relations is situated within the organisation impacts my
ability to promote the corporate image of my organisation.6/25 said strongly agree,
6/25 said agree, 12/25 said disagree, 1/25 said strongly disagree.
(f) Organisational perception about public relations, impacts my ability to promote the
corporate image of my organisation. .4/25 said strongly agree, 7/25 said agree, 13/25
said disagree, 1/25 said strongly disagree.
(g) Public relations as appreciated and recognised in the corporate environment. .5/25
said strongly agree, 13/25 said agree, 6/25 said disagree, 1/25 said strongly disagree.
(h) Budget constrains my ability to promote the corporate image of my organisation.
.15/25 said strongly agree, 6/25 said agree, 2/25 said disagree, 1/25 said strongly
disagree.

The data collected is illustrated in Chart 10.
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Chart 10: Statements:

10 Indicate to what extent you agree or disagree with the following statements

Strongly
Agree

12.0% (3)

24.0% (6)

Top management's perception of public
relations impacts my ability to promote
the corporate image of my
organisation.

8.3% (2)

45.8% (11)

The structure of the organisation
impacts my ability to promote the
corporate image of my organisation.

24.0% (6)

52.0% (13)

The size of the organisation impacts my
ability to promote the corporate image
of my organisation.

24 0% (6)

44,0% (11)

The level where public relations is
situated within the organisation
impacts my ability to promote the
corporate image of my organisatK)n.

24.0% (6)

24.0% (6)

Organisational perception about public
relations, impacts my ability to promote
the corporate image of my
organisation.

16.0% (4)

28.0% (7)

Public relations as appreciated and
recognised in the corporate
environment.

20.0% (5)

62.5% (15)

Budget constrains my ability to promote
the corporate Image of my
organisation.

Download

Strongly

Rating

Response

Disagree

Average

Count

Disagree

Agree

Public perception of public relations as
spin doctoring negative impacts my
ability to promote the corporate image
of my organisation.

Create Chart

&0.0%

4.0% (1)

2.56

25

8.3% (2)

2.46

24

24.0%
(6)

0.0% (0)

2.00

25

28.0%
(7)

4.0% (1)

2.12

25

4.0% (1)

2.32

25

52.0%
(13)

4.0% (1)

2.44

25

52.0% (13)

24.0%
(6)

4.0% (1)

2.12

25

25.0% (6)

8.3% (2)

4.2% (1)

1.54

24

f15)

48.0%
(12)

(a) The majority of respondents 15/25 disagree with the statement, public perception
of public relations as spin doctoring negative impacts my ability to promote the
corporate image of my organisation.
(b) The majority of respondents 11/25 agree with the statement, top management’s
perception of public relations impacts my ability to promote the corporate image of
my organisation.
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For the success and achievement of good results as Black (1972:5) indicates, top
management must be in favour of the public relations programme and must contribute
to its accomplishment. He also states, if public relations is to be successful in its role
in management it must be organised in dept.
Research also indicates that in many organisations, top level management perceives
the public relations department as fulfilling primarily a journalistic and technician
function, in addition to being in charge of media relations and publicity. In large scale
mechanical organisations of low complexity, there is also a tendency to think of
public relations as only a support function of the marketing functions (Wilcox and
Cameron, p.99,2006)
(c) The majority of respondents 13/25 agree with the statement. The structure of the
organisation impacts my ability to promote the corporate image of my organisation.
These findings concord with what Lubbe and Puth (Lube and Pluth, p. 29, 1994)
suggest that the number of major departments in an organisation is determined by the
size and nature of the organisation. When an organisation is established, the number
of major departments may be limited to marketing management and product, but as
the organisation expands, departments of human resources and public relations may
be included, either separately or as a single department
(d) The majority of respondents 11/25 agree with the statement, the size of the
organisation impacts my ability to promote the corporate image of my organisation.
These findings also concord with Lube and Puth (Lube and Puth ,p. 29, 1994), they
additionally say, that the different departments may occupy different hierarchical
levels and heads of each of them may lie at different managerial levels, which has
implications for their authority and decision making responsibility.
(e) The majority of respondents 12/25 disagree with the statement, the level where
public relations is situated within the organisation impacts my ability to promote the
corporate image of my organisation. But if you take into consideration those who said
strongly agree 6/25, and those who said agree 6/25, it means that there is an even
divide.

XXXII

(f) The majority of respondents 13/25 disagree with the statement, organisational
perception about public relations, impacts my ability to promote the corporate image
of my organisation.
(g) The majority of respondents 13/25 agree with the statement, public relations as
appreciated and recognised in the corporate environment.
(h) The majority of respondents 15/25 agree with the statement, budget constrains my
ability to promote the corporate image of my organisation.

11. Respondents opinion on whether or not there are unique ethical concerns with
using public relations for cultural institutions. 1/25 skipped the question, of the 24
people who responded 9/24 said Yes, 8/24 said No. 7/24 said Don't know.
Chart II: Ethical Concerns about Museum PR :
11. Do you think there are any unique ethical concerns with using public relations ^ Create Chart ^ Download
for cultural institutions ?
Response

Response

Percent

Count

Yes

37.5S

9

No

33.3%

8

Don't Know

29.2%

12.Resondence who answered yes, that there a unique ethical concern with using
public relations for cultural institutions gave a brief explanation why they gave this
answer. 7/ 9 who answered Yes completed this question. 18/25 skipped this question.
Answers included the following:
(i) "Higher degree of integrity of content required"
(ii) "We have to be mindful of the people behind the stories - background to
donations, loans etc. Also, how we are seen to deal with newly discovered objects,
storage issues etc."
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(iii) “Yes, if funding depends on certain corporate donations, then there can be
conflict of interest within the upper echelons of Cultural Management. This in turn
brings up ethical concerns regarding the importance of Exhibitions to the corporate
world. Promoting Public Relations or simply good Corporate relations, one has got to
ask ones self this ethical question. A corundum nevertheless."
(iv) You're dealing with peoples perception of a culture so you must be careful.
(v) Yes,you have to eonsider all the other areas involved with a museum such as
donations and the history of the collection etc.
(vi) Museums are for all groups of society so we try to reach out to everyone.
(vii) 'rhere are many ethical issues for the correct use of PR such as how we deal with
donation
^ Downioad

12. If you answered YES to the above question.please briefly explain

Response
Count

Show Responses

answered questk>n

18

skipped question

13. Respondents opinion of new media tools in the overall communications and
public relations effort in their organisation.
Respondents were given a list of new media tools, they were then asked to give their
opinion about how relevant the statement was to them. They were given four choices,
Strongly Agree, Agree, Uneertain Disagree . The new media tools included: (i)Blogs,
(ii)Forums or Message Boards, (iii)Photo Sharing, (iv) Podcasts, (v) RSS (Really
Simple Syndication, (vi) Search Engines Marketing, (vii) Social Bookmarking,
(viii)Social Networks (Facebook, MySpace, FriendFeed, etc.)(ix)Micro-Blogging
Sites (Twitter,etc), (x)Video Sharing (YouTube, etc), (xi)Wikis. One respondent
skipped the question, 24/25 completed the question.
XXXIV

Chart 13: The importance of new media tools:
How important are each of the following in the overall communications
and public relations effort of your organisation?

Blogs

Forums or Message Boards

Photo Sharing

Podcasts
Unimportant

RSS (Really Simple
Syndication)

Uncertain
Somewhat Impo

Search Engine Marketing

Very Invportant
Social Bookmarking
Social Networks
(Facebook, My Space,...
Micro- Blogging Sites
(Twitter. Plurk, etc)
Video Sharing
(YouTube, etc.)
All Other Responses

When asked now important certain social media tools are to the participants
organisation, Search Engine marking came out on top with 17/24 saying very
important, closely followed by Social networks with 16/24 saying very important and
Micro- Blogging Sites with 15/25 saying very important.

Respondents deemed somewhat important: blogs 12/24 , forums 16/24, photo sharing
8/24, podcasts 8/24, RRS 9/24, social bookmarking 12/24, video sharing 11/24 and
wikis 10/24 .

14. Respondents opinion on the emergence of social media, if it has changed the
way their cultural institution:

(i) Communicates
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One person skipped the entire question, 24/25 answered the question. 17/24 people
strongly agree and 7/ 24 people agree that the emergence of social media has changed
the way their cultural institution handles communication.

This question is then broken down further to see if the respondent thinks it has
changed the way their cultural intuition handles:

(ii) External communication
Respondents said 14/24 strongly agreed, 10/24 agree that the emergence of social
media changed the way their cultural intuition handles external communication.

(iii) Internal communication
Respondents said 4/24 strongly agreed, 9/24 agreed, 7/24 uncertain and 4/24 disagree
agree that the emergence of social media changed the way their cultural intuition
handles internal communication .
Chart 14: Has social media affected communications:
Do you agree or disagree that the emergence of social media( including
blogs) has changed the way your cultural institution

Communicates?

Disagree
Uncertain

Handles external
communication?

Agree
Strongly Agree

Handles internal
communications?
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15. Respondents were then asked their opinion about the relationship between
social media (including blogs) and traditional media (newspapers, magazines,
radio and television), whether they:
One person skipped this question, 24 /25 people answered this question.

(a) Complemented each other. Respondents said 3/24 said strongly agree, 19/24
said agree, 1/24 said uncertain, 1/24 said disagree.
(b) Add conflict with each other. Respondents said 2/24 strongly agree, 9/24
agree, 7/24 uncertain, 6/24 disagree.
Chart 15: The Relationship between Social Media and Traditional Media:

The relationship between social Media (including blogs) and traditional media
( newspapers, magazines, radio and television)

Complement each other
Disagree

Uncertain
Agree
Strongly Agree

Add conflict
with each other
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16. Respondents were asked if to the best of their knowledge, the organisation
they work for ever has conducted research of measurement focusing on
information employees communicated via blogs or other social media.
One person skipped this question. 24/25 people answered this question.

Among the responses were: (i) 1/24 said Yes,(ii) 21/24 said No,(iii) 2/24 said Don’t
Know.

Chart 16: Has the organisation measured employee's communication through social
media:

16 To the best of your knowledge, has your organisation ever conducted
Create Chart 4" Download
research or measurement focusing on information employees communicated via blogs or other social media'?

Response

Response

Percent

Count

Yes

4.2%

1

No

87.5S

21

8.3%

2

Don't Know

17.Respondents were asked to specify their yes response of question 16.
1/25 responded to this question

Chart 17: Expansion of Yes responses to question 16

<4 Download

17 If you answered YES to the previous question, please specify

Response
Count

Show Responses

1

XXXVIII

18 Respondents were asked if to the best of their knowledge has the organisation they
work for ever conducted research measuring what members of other strategic publics
have communicated about the organisation via blogs or other social media.
24/25 people answered this question. Among the responses were: 1/24 said yes, 18/24
said No, 5/24 said 1 don’t know.

Chart 18: Has organisation conducted measurement of what public communicates
about them:

18 To the best of you knowledge, has your organisation ever conducted
Create Chart
Download
research measuring what members of other strategic publics have communicated about your organisation via
blogs or other social media?
Response

Response

Percent

Count

Yes

4.2%

1

No

75.0%

18

Don’t Know

20,8%

5

19. If the respondents answered Yes to the previous question, they were asked to
specify.
24/25 people skipped this question. 1/25 answered this question.
(i)

“Information not accessible currently.”

Chart 19: Expansion of Yes responses to question:

^ Download

19 If you answered YES to the previous question, please specify

Response
Count

Show Responses

1
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20. The respondents were asked to whom does the head of the public relations
department report to.
One person skipped this question. 24/25 answered this question.

Among the responses were : (i) 5/24 said Marketing Manager,(ii) 2/24 said Human
Resources Manager, (iii) 14/24 Manager/CEO,(iv) 2/24 Don’t Know, (v) 2/24 said
Other. The 'Other’ category of responses was, “Head of Department.” “Director.”

Chart 20: whom does the head of PR department report to:

20 To whom does the head of the public relations department report to?

Create Chart ^ Download

Response

Response

Percent

Count

20.8%

5

8.3%

2

58.3%

14

Don't Know

8.3%

2

Other (please specify)

8.3%

Marketing Manager
Human Resources P.flanager
Manager/CEO

Show Responses

21. Respondents were asked if they are a public relations practitioner what
department do they find themselves working under.
3/25 people skipped this question.22/25 people answered this question.
Among the responses were: (i) 2/22 said Human resource department, (ii) 11/22 said
Marketing, (iii) 4/22 said Advertisement, (iv) 5/22 sais Other. The ‘Other’ category of
responses was, “PR”, “Public Relations”, “none”, “ Not applicable to this voluntary
organisation.”
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